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ven new cigaret brands are 
the market, ADVERTISING AGE 
ts, and perhaps it is only a 
idence that all of them carry 
tail price of 21 cents. 
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* FTC continues to emphasize 
ideas on What constitutes free 
js and what advertisers can 

about them, the only thing 
: will ultimately pass muster 
b base on balls. 
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ne Tulsa World and Tribune 
wasow with a record-break- 
liter of 27 pigs, but for some 
son they fail to identify the 
ba Dionne of the porcine world. 
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Every time you turn on the 
” complains Senator Ken- 

1 McKellar, “some man repeats 

ctly what he said about Kreml 

r tonic before.” 

he Senator is annoyed, but the 
: Does he use Kreml? 
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dward C:; Cantelmo says of his 
rite business paper, “We find 
information ever factual, en- 
tening, inspiring and immeas- 
bly helpful.” 

m short, he likes it. 
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laybe it was the publicity he 
in the last political campaign 
tinspired Fisk’s Time-to-Retire 
y to get back on the job selling 
< tires at the old stand. 
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hose publicity pictures showing 
chent, the talent, the network 
i the agency in a huddle signing 
ew contract always raise the 
tion as to who’s doing the 
t gloating. 
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he Crosley Corporation seems 
t because only 2,800 of its 9,000 
ployes filled out a questionnaire 
their postwar plans. That’s too 
, but just how long was the 
pstionnaire? 
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he Gridiron dinner of St. Louis 
erlising women netted $10,000 
a skin hospital, and the pic- 
es of the gals who participated 
nothing to hurt appreciation 
skin, 
ee 

“rety says alcoholism is not a 
depravity but a disease. 
2 one that’s hard to nourish 
verily, what with good liquor 
‘carce and prices so high, 
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) advertising men sub- 
wers in the ICS copy 
ntest, the best guess was 
ight. No wonder m.o. 
men believe in astrol- 
jur-leaf clovers. 
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ied ad says there’s an 
pot up in the fishing 
a good all-round ar- 
ley don’t explain how 
ide the fish to pose. 
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‘.weett survey which 
easing sales of innumer- 
etic items should con- 
boy friend that the 
is justified in keeping 
ng overtime for his date. 
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BETTER BABY FEEDING 
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favor Every 


vitamins. ond in goud 
Camptell » Kitchens devoted to Unat a 


IT'S NEW—This is the copy Campbell 
Soup Co., Camden, N. J., is running 
in Philadelphia Medicine, local medi- 
cal journal, to introduce the new line 
of strained baby soups now being dis- 
tributed in the Philadelphia market 
only. Agency is Ward Wheelock Co., 
Philadelphia. 


Dairy Ass'n Seeks 
$2,000,000 Ad 
Fund for 1946 


Will Double '45 
Budget; Magazines 
Back on Schedule 


Chicago, April 4.— American 
Dairy Association, which last year 
spent $537,000 in radio and news- 
papers to promote consumption of 
butter, milk and other dairy prod- 
ucts, expects to raise and spend 
$1,000,000 to advertise dairy prod- 
ucts this year in radio, newspapers 
and magazines, and has set a $2,- 
000,000 goal for advertising and 
other promotion in 1946. 

Resuming magazine space after 
a five-year lapse, the association 
this month is running a full-color 
ad in McCall’s (usually out the 
first of the month but not due this 
month until about April 15, be- 
cause of a printers’ strike in Day- 
ton, O., where it is published). A 
schedule has not been fixed yet 
for other magazine ads. 


Represents Five Million 


For the past two years, the as- 
sociation, representative of about 
5,000,000 dairy farmers through 25 
state affiliated dairy organizations, 
has relied for its promotion chiefly 
on its “Voice of the Dairy Farmer” 
program heard Sundays from 1- 
1:30 EWT, over 34 NBC stations. 

“The 5,000,000 dairy farmers 

(Continued on Page 57) 


Need a Good Tip? 


See data in Information 
for Advertisers. Page 
12. Other features: 


Ad-libbing 12 
Editorials 12 
Feature Page 53 
Getting Personal . 44 
In Washington. . . 56 
Obituaries ..... 59 
Photographic Review. . 63 
Postwar Planning...... 22 
Private Lines........... ; 40 
Rough Proofs........... ae 
Voice. of the Advertiser . 3 


V-E Day Cutbacks 
Hold Key to New 


Consumer Goods 


Nine Months’ Delay 
Seen in Producing 
Marketable Amounts 


By STANLEY E. COHEN 


Washington, April 4 —wWhile 
Washington is in the throes of its 
third reconversion epidemic of the 
war, and reconversion plans are 
being passed out wholesale by offi- 
cialdom, no real evidence is avail- 
able at this time that consumer 
goods will be available in market- 
able quantities for nearly nine 
months after Germany is wiped 
up. 
During the past week WPB 
Chairman J. A. Krug has been 
permitted to unveil the skeleton 
of reconversion planning, as the 
administration seeks to counter a 
nervousness over V-E Day which 
has been noticeable in industry as 
a result of WPB’s complete si- 
lence on the subject. 

The Krug plan, highly technical 
in structure, but apparently work- 
able in the light of the contem- 
plated gradual cutback of military 
orders, offers less reason for 
optimism on the part of consumer 
goods producers than earlier WPB 
reconversion thinking, but it is 
viewed by many here as sufficient 
to stem unemployment of man- 
power and industrial facilities 
through the transition. 


Military Needs Uncertain 


WPB planners continue to face 
uncertainty over military procure- 
ment plans following V-E Day. 
During the six months that have 
elapsed since last fall’s great re- 
conversion panic, both military 
and civilian war agencies have 
made fresh and more conservative 
estimates of what will be needed 
in the Pacific. The current re- 
conversion program goes further 

(Continued on Page 58) 


F¥ you cant always tind PABST- 
4 - oie } | C % 


MORE Pabst Blue Ribbon 
has gone overseas than any other 
American Beer! yi 
Pree Bipe Rison has long been « feverite...sot only in 
the Linited States, but (ar beyood our borders During the 
pest three years—end io all the ume wace Repesl— Pubs har 

abepped mare beer ewerswas ‘han ony other American bowery 
fo, # you can't always find Pabst bere a: home—jus ask 


gute went time, won't you? 


33 FINE BREWS BLENDED INTO ONE GREAT BEER 


G. |. BEVERAGE—To explain the 
dearth of Pabst Blue Ribbon beer in 
America, Pabst Sales Co., Chicago, 
placed this 1,000-line copy in leading 
newspapers throughout the country 
during the week of April 2. Warwick 
& Legier, New York, is the agency. 


Mathes Scotches 
‘Folding’ Rumor; 
Gets Raytheon 


New York, April 5—With the 
acquisition this week of Raytheon 
Mfg. Company, Newton, Mass., as 
a new client worth in the neigh- 
borhood of $1,000,000, J. M. 
Mathes, Inc., has probably found 
a most effective way to quiet the 
rumors, widely circulated since the 
resignation of three veteran vice- 
presidents in February (AA, 
March 5), that the agency may be 
dissolving. 

Although the departure of H. L. 
Hodgson and Charles R. Marshall, 

(Continued on Page 61) 


Last Minute News Flashes 


Wheaties Contest Offers Piper Cub, Flying Lessons 
Minneapolis, April 6.—General Mills yesterday broke a new Wheat- 
ies contest on the Jack Armstrong radio program and in 500-line news- 


paper space with a Piper Cub as 


instruction or cash as additional prizes. 


and girls under 18, is a simple bo 
petition, tied up with a preflight 
two Wheaties tops and 10 cents. 


the first prize and $11,760 in flying 
The contest, limited to boys 
x top and “name-your-plane” com- 
training kit which is available for 


Casco Promotes New Electric Heating Pads 


Bridgeport, Conn., April 6.—Cas 


ing color pages in 26 large city newspapers and Good Housekeeping, | 
Parents’ Magazine and True Story, through Grey Advertising Agency, | 


New York, on production of its fi 
by WPB since Pearl Harbor. 


co Products Corporation is schedul- 


rst electric heating pads authorized 


Names Erwin, Wasey for Anacin Test in Dailies 


New York, April 6.—Whitehall 


Pharmacal Company, subsidiary of 


American Home Products Corporation, has appointed Erwin, Wasey 


& Co. for a test campaign for Ana 
papers in the Connecticut, Indi 


cin starting this month in 40 news- 


ana, Ohio, Minnesota, Wisconsin, 


Small Plane Makers 
Get Set For Postwar Sales 


Some Reveal Models, 
But Ad Plans Are 
Still Undeveloped 


New York, April 5.—Although 
still devoted practically 100% to 
war work, many aircraft manufac- 
turers are now planning to supply 
the public with planes that can be 
flown safely and economically after 
the war. 

Before the war only about 25,000 
civilian planes were registered in 
the peak year of 1942. Private 
plane makers hope to change this 
figure considerably as soon as the 
government gives them the go- 
ahead. 

Many of the 30 manufacturers of 
civilian aircraft contacted by Ap- 
VERTISING AGE already have plans 
well under way. Most of these 
will make and sell models for both 
personal and “executive” owner- 
ship. 

Most of those replying are def- 
inite as to product, price range, 
special features, and general 
dealer-distributor setup. Few cared 
to guess, however, the volume of 
the private plane market after the 
war, although one manufacturer, 
who plans to market a plane at less 
than $5,000, believes that in the 
first postwar year 7,000 to 12,000 
planes will be sold by all manu- 
facturers combined in this cate- 
gory. “The rate of increase there- 
after will be extremely rapid,” he 
added. 


Greater Sales Seen 


Another who did not wish to be 
specific, said that “from the letters 
we have received from individuals, 
it (the sales total) will be far in 
excess of what we believed pos- 
sible prior to the war.” 

Stinson, a division of Consoli- 
dated Vultee Aircraft Corporation, 
San Diego, Cal., intends to make 
and sell a complete line of planes 
for personal and “executive” use, 
but at present is releasing infor- 
mation only on the Voyager 125, a 
personal four-place plane selling, 
completely equipped, below $5,000. 
With a maximum speed of 128 
m.p.h. and weighing 2,100 lbs., the 
new Stinson Voyager will have a 
soundproof cabin with special 
space and weight allowance for 
baggage. Stinson is “in a position 
to manufacture the Voyager 125 
in quantities within 90 days after 
we receive the ‘green light’ from 
Washington.” 

The Stinson plane will be mar- 
keted through a distributor-dealer 
organization, with preference given 
prewar dealers. Some sales outlets 
“may possibly be automotive or 
other commercial merchandisers, 
but if that is the case, they must 
have some sort of aviation experi- 
ence within their organization.” 


| Although not now seeking orders, 
|Stinson reports many offers have 


come in which, if accepted, would 
be handled on a 10% deposit basis 
with a down payment of 33 1/3%, 
including deposit. 


Georgia and southern Texas areas. No Ad Allowance Now 
Curtiss Candy to Use Outdoor in 158 Cities  wik' Wlisaan Gane tak ae ty oe 
Chicago, April 6—Curtiss Candy Company will use 24-sheets for! retailers an advertising allowance 
Baby Ruth and Butterfinger cookies in 158 cities in 15 states, supple-| at the present time, nor will a re- 
menting the “Butterfinger Newscast” over CBS and national maga-|tailer be required to join “an 
zine, transportation and point-of-purchase advertising. |advertising pool.” This plan _ is 
| subject to revision, however, Stin- 
General Motors ‘Annual Report’ Ad in 860 Papers son reports, as experience deter- 
Detroit, April 6—General Motors Corporation plans to run its first o Stir the ST ae ee an 
general institutional newspaper advertisement for 1945 later tiie] cone aA nt sseaad Ladeeanetionn 


month in connection with release of its annual statement. 


About 860 


papers in 720 cities will be used, through Campbell-Ewald Company. | 


on annual advertising expenditures. 
The Ercoupe plane, made by 
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Engineering & Research Corpora- 
tion, Riverdale, Md., will be priced 
after the war at $2,800. Promotion 
will stress the ease with which it 
can be flown—with no foot pedals 
and CAA spin-proof certification. 
Distributors are already accepting 
down payments, with the Ercoupe 
model to be put on the market as 
soon as the war is over. 

Although no set amount has been 
allocated for cooperative advertis- 
ing with distributors, Ercoupes will 
be promoted in business papers and 
magazines, backed by newspaper 
campaigns sponsored by dealers as 
the two-place planes are actually 
sold from showrooms. 


Plans Two-Place ‘Swift’ 


In the same price range as the 
Ercoupe, Globe Aircraft Corpora- 

on has designed the two-place 

wift, a low-wing monoplane with 
special safety features in connec- 
tion with its hydraulic retractable 
landing gear, shock-strut tail wheel 
and deluxe cabin. In the $3,000 
class, the Swift cruises at 125 
m.p.h. 

Globe reports that the Swift will 
be sold through aviation dealers, 
but no definite commitments have 
yet been made because of “the 


uncertainty of the postwar situa- 
tion.” No down payments are being 
accepted as yet, nor does Globe 
offer any definite statement con- 
cerning proposed production or 
expected sales. Advertising media 
will be chiefly monthly magazines 
and aviation trade papers. 

At the annual meeting, John 
Kennedy, chairman of the board, 
told Globe directors and stockhold- 
ers that 60,000 inquiries on the 
Swift had been received from pros- 
pective customers, distributors and 
dealers in the U. S. and foreign 
countries. 

Also in the low-price popular 
plane class are the three models 
Taylorcraft Aviation Corporation, 
Alliance, O., expects to sell at 
$1,200, $2,500 and $4,000, respec- 
tively. Model 12 is a 65 horse- 
power, all-metal monoplane, de- 
signed for both training and pri- 
vate flying; Model B-12B, a modi- 
fication of Taylorcraft’s “‘side-by- 
side” B-12 announced in 1941, 
is roomier, has more horsepower, 
and is planned as the cross coun- 
try private flyer’s plane; Model 15 
is a new 125 horsepower, four- 
place high wing monoplane, cap- 
able of carrying 100 pounds of 
luggage, with a cruising speed of 


112 miles an hour. 

There has been no radical change 
in Taylorcraft’s country-wide dis- 
tributor-dealer setup during the 
war, the company says, with about 
170 agents active at present, and 
an expectation of about 600 after 
the first two years of civilian pro- 
duction. Taylorcraft is keeping in 
contact with these agents and 
doing some institutional advertis- 
ing but no down payments are now 
being accepted for the three post- 
war models. 

The Widgeon amphibian plane, 
now in production, is “the only 
concrete postwar offering to date” 
by Grumman Aircraft Engineering 
Corporation, Bethpage, L. I. The 
manufacture of a special group of 
these standard G-44 amphibians, 
as sold before the war, was ap- 
proved by the WPB for delivery 
this year. Purchase price is $30,- 
000 with a 25% deposit, and WPB 
approval is required for each pur- 
chase. 

The Widgeon is twin-engined, 
seats pilot and three passengers, 
weighs 4,500 pounds, and has a 
maximum cruising speed at sea 
level of 160 miles an hour. Grum- 
man has not yet made plans for 
sales representatives, and has no 


advertising schedules under con- 
sideration. 

Fairchild Engine & Airplane 
Corporation, New York, antici- 
pating the interest in its private 
plane models, has organized a 
personal aircraft division to han- 
dle all requests relative to sales 
and to establish a comprehensive 
nationwide sales program. Hop- 
ing to participate in three mar- 
kets postwar—the personal, com- 
mercial and military — Fairchild 
expects to continue in the medium- 
price field, selling both personal 
and “executive” planes, ranging 
from $6,000 to $10,000. 


Distributor Contract Ready 


Under direction of Lee H. Smith, 
veteran pilot and aircraft sales rep- 
resentative, Fairchild’s personal 
aircraft division has worked out a 
distributors’ contract, and is in 
touch with aviation sales organiza- 
tions and fixed base operators as 
well as many dealer groups who 
represented Fairchild in the pre- 
war period. 

In the company’s experimental 
department, following WPB ap- 
proval, engineers are producing 
the “prototype of a new design” 
which Fairchild will offer to the 


BUYERS GUIDES 
iClose Earlier This Year 


HE 1945 Overseas Buyers Guides for Automotive Distributors pub- 


lished in separate English and Spanish Editions, as an extra pub- 


lishing-merchandising service of El Automovil Americano and The 


American Automobile will close May Ist. This year’s issues will be the 
12th Annual Editions. | 


The 1945 Latin American Buyers Guides for Construction and Industry 


published in separate Spanish Editions as an extra publishing-merchan- 


dising service of Ingenieria Internacional Construccion and Ingenieria 


Internacional Industria will close June Ist. This year’s issues will be the 
11th Annual Editions. 


If you are not already familiar with these B.P.I.C. Guides, write 


for details, now. 
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postwar market. Known as the 
M-84, the four-place plane is being 
designed for comfort, ease ang 
economy of operation and “fly. 
ability.” 

The prewar Fairchild F-24 
been redesigned for possible future 
commercial production in two foyp. 
place models, the 24R44 and 24w44 
Orders for these and the M-84 are 
not being accepted and the dealer 
plan will not become operative 
until the immediate postwar 
riod. Fairchild reports the subjegt 
of advertising has come up for 
frequent discussion but “no def. 
inite plans as of this date have 
been reached.” 

Waco Aircraft Company, 

O., “anticipates building one or 
more new models in the low. 
medium price field and in addj- 
tion will probably offer both the 
custom and standard series air. 
planes with refinements.” The 
company’s postwar plans are not 
complete because production ig 
currently “devoted entirely to 
the Army air forces.” Distriby- 
tors and dealers will sell Waeo 
planes in the same manner as 
before the war, but no contracts 
have been signed and no deposits 
are being accepted on the new 
planes. In the near future, Waco 
“anticipates projecting some sales 
effort to determine buyer interest,” 

This same buyer interest from 
individuals and business firms has 
already become apparent to the 
WPB aircraft division, which hag 
some 350 applications for the pur- 
chase of small aircraft as soon as 
available. The division, formed at 
the beginning of this year under 
the direction of Henry P. Nelson, 
executive on leave from Interna- 
tional Harvester Company, is sery- 
ing as a sort of “bank” for small 
plane applications. 

During the period between the 
end of the war and the return to 
full-scale peacetime production, 
the WPB division can _ release 
planes for civilians as military 
demands slacken and before com- 
plete reconversion becomes effec- 
tive. As applications come in, they 
are classed in three ways as “most 
urgent,” covering forest fire fight- 
ing, crop-dusting, or inter-plant 
transportation; for flying schools 
and plane charter services, and for 
other business and pleasure pur- 
poses. 


Kleinert Launches Drive 


I. B. Kleinert Rubber Company, 
New York, is launching its largest 
spring campaign for several years 
with full pages in May and June 
issues of 15 national magazines. 
Emphasis on the trademark name 
is the underlying theme. Supple- 
mentary trade advertising will ap- 
pear in five business papers. Fed- 
eral Advertising Agency, New 
York, is the agency. 


Name Cole to ARF 


Gordon E. Cole, advertising di- 
rector, Can Manufacturers’ Insti- 
tute, New York, has been electeda 
director of Advertising Research 
Foundation, succeeding Harold B. 
Thomas, who recently left Sterling 
Drug, Inc., to become a partner in 
Pedlar & Ryan. 


WANTED— 


Samples of Your 


WAR-THEME 
PRINTING 


Please send us — at once — specimens of 
all printed matter that you have produced 
which promotes any of the official wor 
theme campaigns conducted by the oO.W.L, 
The Wor Advertising Council, of 
Graphic Arts Victory Committee. 

Kindly attach the name and address of 
the advertiser, the printer, and the im 
dividual chiefly responsible for the cree 
tion and execution of each piece. : 

The purpose is to promote the official 
war-themes and to gain national recogne 
tion for those showing highest skill in 
this essential work. 


Send all entries to: 


The “‘WAR-THEME AWARDS” 


345 Madison Avenue, New York 17, N. Y. 


Sponsored by The Martin Cantine Co. 
oe ioe erties, N. Y. 


Specialists in Coated Papers since 1888 
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Here is 


YOUR POSTWAR 


Domestic Engineering 


DEALER... 


THE NUMBER OF DEALERS IN THE 
D, OR EXPECT TO SELL, CERTAIN 


PPrerri rite tit 
eeneererer 
seeeeen wee MANUFACTURERS (E01 Wane 660,000. SvaTeaes FOR WERE 
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and YOUR POSTWAR 


Domestic Engineering 


MARKET! 


aia a field of huge proportions, indicate the extent to which these dealers plan to 
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your Domestic Engineering Market will be greatly expand their facilities. For the manufacturer of THe following information 
expanded in the postwar period ... both in nature heating, plumbing, air conditioning, refrigeration is reproduced from complete report of 
of products merchandised and in the scope of dealer and related products, these facts and figures indi- DOMESTIC ENGINEERING's study re- 
activity. cate a postwar market of virtually unlimited op- ferred to at the left: 
This is strikingly demonstrated by a fact-finding portunities. Dia te 
field survey recently conducted by DOMESTIC Domestic Engineering Dealers are also DOMESTIC ; Prewar Postwar 
, . ‘. Electric water systems............ 555 555 
ENGINEERING PUBLICATIONS which shows the un- | ENGINEERING Readers. To implement their plans Water heaters ................... 523 520 
precedented degree to which a vast majority of for expanded lines and broadened markets they ee Mn recs oe re etn ence = = 
Domestic Engineering Dealers will broaden their must have a dependable source of vital product Shower cabinets ................ 442 452 
lines. information and merchandising assistance. That is a: Ca A i po} = 
The facts and figures as brought out by this sur- © why these men continue to look to DOMESTIC arena — Lente ee eeeeeeeees Fe = 
ater soiteners........ Ser 
vey, partially reproduced above and at the right, ENGINEERING PUBLICATIONS for the type of help Stokers ..... wedbaie'c cae 370 
they require in developing this postwar market. Grease interceptors ........... - 330 =: 360 
Air conditioning units............ 275 336 
Through DOMESTIC ENGINEERING PUBLICA- Lawn sprinklers ............. .. 233 pr 
. : . Gas burners ......... 4 eo nelee a a 45 
TIONS the manufacturer is brought to his most in- a: at ase, tieniene. |. 216 262 
timate contacts with this greater market of tomorrow. Gas ranges...... : . 183 248 
‘ Stock watering equipment aha eo 225 
For complete details write today. Refrigerators .............. 173 271 
| ee ee cate — 242 
bee a A er i pony 
e f ectric ranges ... are 
4 fimes a winner Sprinklers for fire protection ee 94 4 
Gs cee ae ada: eh ee 3c 1 
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received by Windmills ....... ud <vc, ae 83 
DOMESTIC Frozen food cabinets . 54 230 
ENGINEERING Bm Electric light plans . ice vie Se 60 
is for excellence Milking machines _. io6acaecn ee * 55 
nl po eagle Farm implements ............... 22 34 
peed pay = For additional information on this study 
Gas ene ae write to DOMESTIC ENGINEERING 
tries competing for the best series of PUBLICATIONS, 1900 Prairie Avenue, 
er edie ‘ene ‘e Chicago 16, Illinois. 
series of issues. 
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Millard, Mathieu 
and Starr Join 
in New Agency 


New York, April 4.—J. W. Mil- 
lard, formerly director of research 
for Arthur Kudner, Inc., has 
formed a new agency, J. W. Mil- 
lard, Advertising, with offices at 
681 Fifth Ave. Associated with 
him as partners are Hubert 
Mathieu and Graham Starr. 

California Growers Wineries, a 
cooperative of the San Joaquin 
Valley, is reported the first client 
of the agency. A newspaper cam- 
paign for this account begins in 
principal cities from coast to coast 

month. 

Mr. Millard served as director of 
research with Erwin, Wasey & Co. 
here from 1930 to 1935, when he 
followed Arthur Kudner when he 
resigned as E-W president to form 
his own agency. After directing 
research and acting as service su- 
pervisor for a number of the Kud- 
ner accounts for seven years, Mr. 
Millard joined the WPB’s require- 
ments committee as a staff mem- 
ber. He has recently served, also, 


as director of the office of mate- 
rials and facilities, War Food 
Administration. 


Mathieu to Direct Art 


Mr. Mathieu, who will serve as 
art director, has worked for J. 
Walter Thompson, Young & Rubi- 
cam, Kudner, and other agencies, 
covering a wide range of accounts. 

Mr. Starr recently received a 
medical discharge as a major from 
the Army Air Corps after serving 
three years, part of the time as 
public relations officer for an 
Eighth Air Force unit overseas. 
For many years a vice-president 
of Y&R, he later was account ex- 
ecutive for E-W and Kudner. 

Wroe Alderson, formerly with 
the research department of Curtis 
Publishing Company, is director of 
merchandising and marketing with 
J. W. Millard. Since Pear] Harbor 
he has served as economic adviser 
to the Board of Economic Warfare 
and the Foreign Economic Admin- 
istration. His plan, “Full Employ- 
ment Through Market Organiza- 
tion,” is a Pabst award winner. 

A. G. Hoffman, typography spe- 
cialist, will supervise the typog- 
raphy of the new agency’s cam- 
paigns. 


Co-op Question 
Tops List in New 
Patman Hearings 


Washington, April 5.—Doors are 
open for an airing of the contro- 
versial question of the tax im- 
munity of producer and consumer 
co-ops, as the Patman small busi- 
ness committee of the House takes 
to the road next week for a series 
of local hearings on the “financial 
problems of small business.” 

The hearings were first set up 
here late last month after Con- 
gressmen had received a barrage 
of postcard protests, principally 
from hardware dealers, who as- 
serted that the favorable tax posi- 
tion of co-ops was a threat to 
retail stores. 

Despite the amount of mail, 
neither the friends nor the foes of 
the co-ops put in an appearance 
at the opening three-day session 
here. However, Dan Eastwood, 


chief investigator for the energetic 
House small business committee, 
anticipates more interest in the 
co-op issue” as the committee 
moves into the midwest. 


Shows Tax Positions 


In preparation for the trip, Mr. 
Eastwood has prepared a digest of 
the relative tax positions of cor- 
porations, partnerships, individual 
proprietorships and consumer and 
farmer co-ops. Since the commit- 
tee is not taking a position on the 
subject until it has some testimony 
to guide it, Mr. Eastwood expects 
that the digest will provide a 
working path through the maze of 
confusion surrounding the tax 
issue. 

The Eastwood digest shows that 
consumer co-ops are subject to all 
taxes imposed on _ corporations, 
with the single exception that 
“patronage dividends” paid to 
members are tax-free. 

Farmer co-ops, on the other 
hand, are exempt from capital tax 
and income taxes (both state and 
federal), from state retail sales 
taxes, city and county corporation 
taxes, stamp taxes, dividend taxes 
for common stock, patronage divi- 
dends, and reserve increase taxes. 


Consistency 


CHICA 


GO 


A high degree of confidence is accorded the individual 
who maintains harmony between his deeds and his state- 
ments. So it 1s with a newspaper, which through its con- 
sistency of service to readers and advertisers alike soon 


develops a fine acceptance of its contents. 


EVENING AND SUNDAY 


A HEARST NEWSPAPER 


paper in the city. 


Every day in the year this published symbol is recognized 
by all Chicago ...and more readers actively rely on the 
consistency of the news and service which this signature 


guarantees, than is the case with any other evening news- | 


Nationally Represented ty WEARST ADVERTISING SERVICE 


Advertising Age, April 9, igg: 


From this digest, the COMMittes 
has apparently narrowed the issye 
to a discussion of the position of 
farmer co-ops, for members pg. 
lieve there is more argument to be 
stated there than on the “patron. 
age dividends” of consumer CO-ops 


Acquire Other Properties 


The nub of the opposition to the 
present tax exemptions of farme 
co-ops seems to rest on the fact 
that che farmer co-ops, finance; 
ori: ially, wholly or in Part, by 
fec cal funds, have been able to 
us both these funds and the 
ul.taxed profits to act as “holdj 
companies,” and have acquire 
through purchase certain indy. 
trial enterprises such as oil refip. 
eries and insurance companie; 
and to have thus engaged j, 
manufacturing, financing and dis. 
tribution activities, alleged to bp 
totally foreign to the direct pp. 
duction and marketing of farm 
products. 

It is pointed out that even jy 
England, the parent country of 
co-ops, tax exemption for CO-0p 
surpluses no longer is allowed. 

One of the things confusing 
the committee is uncertainty over 
the real source of opposition to the 
present status of co-ops. Formerly 
it had been assumed that the 
co-ops were the friend of small 
business. Now the Patman group 
is surprised to have hundreds of 
small hardware stores writing in 
and protesting the growth of “the 
cooperative giant.” 


NTEA Called In 


Neither the co-ops nor their arch 
foe, the National Tax Equality 
Association, have indicated when 
they will appear before the Pat- 
man group, and there is some sus- 
picion that each is waiting for the 
other to make the first move. Both 
groups have been consulted, how- 
ever, and it is believed that even- 
tually they will come into the 
open. 

Among the suggesticns which 
the committee is likely to consider 
are: 

1. Limit tax exemption to pat- 
ronage dividends paid in cash. 

2. Limit sales to members only. 

3. Confine financing to stock 
sold to members. 

4. Limit producing, marketing, 
converting, processing, servicing, 
handling, storing and manufactur- 
ing co-ops to products grown on 
farms of their members. 

Other suggestions would prevent 
co-ops from storing up capita 
which can be invested in other 
lines of business remote from the 
purpose of the original co-op. 
Whether any legislation will result 
is another matter, for the co-ops 
have a strong lobby of their owt, 
not to mention their labor and 
farm supporters, and friends 
within the administration. 


Fish Directs Sales 

Thomas Fish, formerly president 
and manager of Ready Tool Com- 
pany, Bridgeport, Conn., has been 
appointed vice-president in charge 
of sales of the United Tool & Die 
Corporation, Hartford, which has 
acquired Ready Tool. 


Bendix Aviation Gains 
Net sales of the Bendix Aviation } 
Corporation, Detroit, for the fiscal 
year ended Sept. 30, 1944, amount- 
ed to $869,662,826 compared with) 
$822,510,234 in 1943, reports Ern- 
est R. Breech, president, in_ the 
company’s annual statement. Con- 
solidated net income was $15,290, | 
095 in 1944 compared with $14-| 
722,704 the preceding year. 


THE DIRECT ROUTE TO 
THE NO. 1 CONSUMER 
OF BUILDING MATERIAL 
AND EQUIPMENT 
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He had the garden and pool put 
in to please his wife. He wasn’t much 


interested in either. The pool was too 


for instance, gives more pleasure to 
more people than the Sunday comics 


section? Three out of four adults who 


which total more than 15,000,000 
circulation, afford concentration of 


circulation in more major markets 


is shallow for swimming . .. just a big readaSunday newspaperreadcomics than any other single medium can 
pee bird bath and goldfish bowl. sections, as well as all children past match... reaches the better-buying 
ount- After a while, though, he found he —babyhood, regularly, habitually, at half of all the families in the national 
7 _ liked the pool. It invited the eye, was home, every Sunday...Anadvertising market, and normal trade channels as 
n om placid and soothing. He liked towatch ripple in this pool goes far and wide. _ well . . . costs little for a big space 
a ' it when he was home, which wasn’t unit, four colors. One order, one bill 


often. But he did become a confirmed 
Sunday pool-watcher .. . 

Simple things give the greatest 
pleasure to the most people. What, 


Sonpay comics are now national 
for advertisers. Metropolitan Group 
—-means comics sections of forty-three 


major Sunday newspapers (/ist below), 


... Call any Metropolitan Group office 
and find out more about the most 
magnificent advertising opportunity 


of our times! 


The first national newspaper network... Metropolitan Grou p 


Comics Section Advertising in: Baltimore Sun + Boston Globe « Chicago Tribune « Cleveland Plain Dealer * Detroit News * New York News 
Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat « Washington Star « Des Moines Register « Milwaukee Journal « Minneapolis Tribune 
St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald « Detroit Free Press « New York Herald Tribune ¢ St. Louis Post-Dispatch * Washington Post 
oPTIONAL: Atlanta Journal e Buffalo Courier-Express « Cincinnati Enquirer « Columbus Dispatch ¢ Dallas News ¢ Houston Chronicle 
New Orleans Times-Picayune-States « Omaha World-Herald ¢ Providence Journal e« Rochester Democrat & Chronicle *« San Antonio Express 
Springfield Union & Republican « Syracuse Post-Standard « MeTRoPactric: FresnoBee « Long Beach Press-Telegram ¢ Los Angeles Times ¢ Oakland Tribune 
Oregon Journal « Sacramento Bee « San Diego Union « San Francisco Chronicle « Seattle Times « Spokane Spokesman-Review « Tacoma News Tribune 


220 E. 42d St., New York 17 « Tribune Tower, Cutcaco 11 « New Center Bldg., Derrorr 2 « 155 Montgomery St., SAN FRANCISCO 4 
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If Production Is 
Limited, GM Plans 
1 Model Per Unit 


Detroit, April 5.—If only lim- 
ited production is possible after 
V-E Day, General Motors Cor- 
poration probably will introduce 
only one model in each division 
at first, Charles E. Wilson, GM 
president, asserted yesterday. 

Additional models will be pro- 
duced as manpower and necessary 
materials become available, he 
said, pointing out that whatever 
is done will be subject to direction 
of government officials. 


If initial car output is placed 
under even more serious restric- 
tions, he said, some GM divisions 
may have to defer production of 
automobiles altogether. Declaring 
that such a condition would be 
undesirable from all standpoints, 
Mr. Wilson voiced the hope that 
government controls can be re- 
laxed immediately after victory in 
Europe to enable GM to make 
some cars this year, but held out 
little encouragement for substan- 
tial production this year. 


Bodies the Bottleneck 


Queried as to which GM divi- 
sions are best situated for quick 
reconversion, Mr. Wilson said all 
divisions are about in the same 
boat, but that the Fisher body 
division is GM’s greatest bottle- 
neck. “Assembly of cars won’t 
be as tough a problem, as will 
the obtaining of bodies,” he said, 


adding that first autos will be 
little different from their prewar 
cousins except for some ‘face 
lifting.” 

Mr. Wilson’s discussion of pro- 
duction difficulties came on the eve 
of an unheralded visit to Detroit 
by J. A. Krug, WPB administra- 
tor, who met motor men in a 
closed session conference today to 
discuss the industry’s reconversion 
problems. 

Mr. Krug announced that Henry 
P. Nelson, on leave from Interna- 
tional Harvester Company as di- 
rector of the WPB aircraft di- 
vision, also will help with recon- 
version plans for the auto industry. 
Denying reports that car manu- 
facturing would soon be resumed, 
the WPB chairman said: “No new 
cars will be approved until Ger- 
many is defeated —and probably 
for some time after that.” 

While no motor maker is willing 


to admit the possibility of enough 
1945 automobile production to 
make any real difference in the 
available supply, all are eager to 
impress potential dealers and cus- 
tomers alike with their ability to 
get off to a quick start. 

For example, George H. Pratt, 
general sales manager of Hudson, 
said this week that when the time 
comes “Hudson will be ready with 
a top ranking product, a strong 
advertising and merchandising 
program, top caliber factory and 
field organization, and a topnotch 
distributor and dealer setup. 

“We have told the world that 
Hudson is going to get a substan- 
tially larger percentage of the 
automobile business in the postwar 
period, and the groundwork for 
that future must be laid now,” he 
is telling a series of 11 sectional 
conferences with distributors and 
field representatives. 


506,980 daily home-comings 


It’s an assumption that 506,980 home- 
coming Philadelphia husbands kiss 
their wives at the doorstep. 

It’s no assumption that more of these 
families live in individual homes than 
in any other large city. 
use a lot of manufactured articles not 
needed by apartment dwellers. Or 
that the population of Philadelphia in 
general owns 253,113 cars,* wears out 


*1940 registration 


Or that they 


6,600,000 pairs of shoes per year, 
consumes 10,753,424 pounds of food 
per day, and on and on. 

The crux of the story, for us, at least, 
and we hope for you, the advertiser, 
is in the remarkable fact that the 
vast market of this third city of the 
U. S. can, for most practical purposes, 
be reached by one newspaper. 


It's The Evening Bulletin. Newspaper 


Philadelphia 


Buy more War Stamps from your newspaper boy 


that goes home in this city of homes. 
Is read nightly by nearly 4 out of 5 


families. Has a circula- 


tion exceeding 600,000, largest eve- 


ning newspaper circulation in America. 


In Philadelphia— 
nearly everybody 
reads The Bulletin 


Advertising Age, April 9, 1945 


St. Louis Ford 
Dealers, Maxon 
Discuss Ad Plans 


St. Louis, April 4. — Postwar 
merchandising and advertisin 
plans for Ford dealers got a eee 
liminary going over here today 
when Lou Maxon, president of 
Maxon, Inc., Detroit, met with the 
advertising committee of the 
Greater St. Louis Ford Dealer; 
Association. 

Details of the plans are to be 
disclosed later to the membership 
of the group. Today’s luncheon 
and meeting were part of a S€ries 
of such conferences being helq 
countrywide between Mr. Maxon 
and the Ford dealer groups han. 
dled by the agency. 

The St. Louis dealers’ organiza. 
tion is technically a part of the 
Chicago sales region also served by 
Maxon. Ford Company dealers jn 
the “D” region, including market. 
ing areas in all or parts of nine 
midwestern states, and the “4” 
region, comprising a six - state 
region, have already named the 
agency to handle all dealer adver- 
Fig and promotion (AA, March 


Mills Appoints Law 
A.dvertising Head 

Richard K. Law, director of ad- 
vertising and public relations of 
American Hospital Supply Cor- 
poration, Chi- 
cago, since 
1942, has re- 
signed to be- 
come advertis- 
manager of 
Mills Industries, 
Inc., Chicago 
manufacturer of 
vending ma- 
chines. 

Mr. Law be- 
gan his career 


Oe 


on the sales Richard K. Law 
staff of Cuneo 
Press, Chicago, in 1933, and in 


1935 became advertising manager 
of National Mineral Company, Chi- 
cago, manufacturer of equipmen| 
for restaurants, taverns and beauty 
shops, a position he held until 
joining the hospital supply cor- 
poration. 


Egan Heads NAEA 


Agency Committee 

James W. Egan Jr., advertising 
manager of the New York Times, 
has been appointed chairman 
the committee on _ advertising 
agencies of the Newspaper Adver- 
tising Executives Association, 
Henry W. Manz, Indianapolis 
Times, president of the associa- 
tion, announced. 

Mr. Egan’s committee, Mr. Manz 
said, will carry on the association's 
work “to improve the relationship 
between advertising agencies and 
newspapers.” Personnel of _ the 
committee will be announced 
soon. Mr. Egan recently resigned 
as chairman of the NAEA retail 
committee. He continues as chait- 
man of the committee on schoo 
and colleges. 


Alcoa Income Lower 


Consolidated net income for 1944 
was $31,693,480 compared with 
$42,901,570 in 1943, Arthur V. 
Davis, chairman of the board, and 
Roy A. Hunt, president of Alum- 
num Company of America, Pitt- 
burgh, revealed to stockiolders 2 
a joint report. The companys 
shipments during the year reache 
the highest volume in history, W™ 
deliveries exceeding the 1943 pea 
by 8%. 
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You can only read in the magazines of Macfadden Men’s 
Group the full story of the murder trial that brought Thomas 
Jordan to the edge of the electric chair. It appeared no- 
where else. That’s where the District Attorney in charge of 
Jordan’s prosecution found it. So did his assistant prosecutor, 
and Jordan’s original defense attorney, too. 


All of them called that story LIBEL. All of them jointly 
sued True Detective and Master Detective for $400,000. 


It’s one thing for a publisher to face a libel suit from an 
individual. It’s an altogether different—and far more danger- 
ous matter—to face a libel suit from three experienced, 
astute attorneys—one of them a District Attorney. 


At the libel trial, the editors simply re-told the story of 
Jordan’s murder trial as they had published it. It was a story 
that was to make prosecuting as well as defense attorneys 
all over the nation realize that their mistakes sooner or later 
might face the white light of publicity and that editors of 
True Detective and Master Detective were as thorough as 
they are fearless. That story briefly was as follows: 

Jordan was about to marry. Decently enough, he had told his fiancee 

how, as bus boy in a Washington, D.C. restaurant four years before, 

he had been “‘mixed up” in a murder case on information placed by a 


gossipy waitress he had refused to date. The police had let him go. 
Jordan’s fiancee suggested he write and find out where he stood. 


The Measure of a Magazine's Worth Is Its 
Hold on Its Readers and Its Value to Society 


Having nothing to fear, he did just that. The answer was devastat- 
ing: a detective eager to solve a long unsolved case, a trial, a convic- 
tion of murder in the first degree, a sentence of death. 


It was a little late at this point, for Jordan to get a new defense 
attorney—but he got one—gratis. That attorney unearthed facts 
in the police records NOT brought out in Jordan’s trial. He proved 
to pardon authorities that Jordan was originally dismissed by the 
police because four uncalled but available witnesses had seen the 
murder and the two murderers and reported them as 6 feet tall, 
light hair and eyes. Dark-eyed, dark-haired Jordan, 5 feet 6 inches tall 
then won the best that technical law would allow him—a reprieve from 
death to life imprisonment. 


It was the publishing in True Detective and Master Detec- 
tive of the evidence omitted or suppressed at Jordan’s trial 
that led to the libel suit. The verdict of the jury was startling. 
The foreman not only called the magazines blameless—he 
handed to the publisher-defendants a long sheet of paper 
bearing the signatures of every member of the jury. Jt was a 
petition to the President of the United States to set Thomas 


Jordan free. 
* . * * 


Publications that steadfastly and tirelessly fulfill a great social 
purpose have a unique place in the esteem of their readers. 


That esteem is an important part of the advertiser’s fran- 
chise in the magazines of Macfadden Men’s Group. 


Two of the eight Wi ACKFADDEN PUBLICATIONS 


TRUE DETECTIVE . MASTER DETECTIVE 
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Berge Outlines 
Sales Policy for 
Surplus Property 


Washington, April 5.—Depart- 
ment of Justice trust-buster Wen- 
dell Berge expressed his position 
on the sales policies for disposal 
of surplus property today with a 
statement that “the asset inherent 
in surplus property cannot be 
measured in terms of the original 
cost to the government.” 

Asserting that the Surplus Prop- 
erty Act shows that Congress real- 
ized that disposal “involves much 
more than merely the sale of the 


property to the highest bidder,” 
Mr. Berge said that “the asset is 
to be measured in terms of the 
possible use of such property in 
the postwar period.” 

A silent, but influential “part- 
ner” on the disposal scene, the 
Department of Justice must ap- 
prove the sale of all the large 
manufacturing plants owned by 
the government. It must also pass 
on all government contacts with 
industry advisory groups, and all 
industry-wide selling plans set up 
by disposal agencies in coopera- 
tion with such trades as the radio 
and machine tool manufacturers. 

The department comes into the 
disposal picture as the defender of 
the anti-trust laws. Industry ad- 
visory committees, such as those 
of the WPB and OPA, operate 
with the consent of the aepart- 
ment, but are under its limitations 
designed to prevent consultation 


among industry members which 
might result in the allocation of 
vital supplies to non-war pro- 
duction, 

In approving plans for the dis- 
posal of surplus cutting tools and 
radio equipment, Mr. Berge has 
already made clear that the anti- 
trust laws will be applied wher- 
ever it is found that surpluses 
are sold in such a way as to 
freeze out newcomers. 

Most of his remarks today were 
directed at the sale of the more 
than 800 plants which will be han- 
dled by the RFC as war work 


tapers off. 
These plants, Mr. Berge said, 
should be called “opportunity 


property,” not “surplus property,” 
for “they will be surplus only 
when American resourcefulness 
has failed to find a constructive 
peacetime use for them.” 

“The value of these plants is 


almost entirely dependent upon 
the property’s future use,” he said. 
“Value should be determined in 
terms of the importance of the 
property in providing employment 
and opportunity for new enter- 
prise.” 

In the new industries that have 
mushroomed during the war pe- 
riod, such as light metals, synthetic 
rubber and aircraft, Mr. Berge 
proposes “a period of experi- 
mentation and development.” He 
suggests a program of leasing 
plants and facilities to provide 
government and private industry 
with an opportunity to learn the 
value of the property in terms of 
production and employment. 


Joins Inland Press 

Inland Daily Press Association, 
Chicago, has elected the Rocket- 
Miner, Rock Springs, Wyo., to 
membership. 


Bettmann Archive 


LL THINGS TO ALL PEOPLE 


The olde-lime Policeman was supposed lo do 50 many different things, thal this 


carloon was published lo show how impossible Ut was for him to do any one of them well. 


From lopper lo loe, he was a hodgepodge of unrelaled information and services. As an 


advertising medium, he is bound lo make a muddled impression. And he ts loo overburdened 


lo perform his major function — to look after his public's best interests. It's a lruism 
thal you can’l serve many masters, and serve them well. That's why Haire Publications 


are specialized publicalions. @ From cover lo cover, each of the eleven Haire Publications is 


directed ala selecled readership ina specific markel. Fach Hatre Publication ts an 


integraled book for interested buyers. & Your advertisement in the Haire 


Specialized Publication of your field covers your market directly, completely, exclusively. 


This is the big reason why each Haire Publication invariably carries a 


advertisers than any competing paper. 


grealer volume of advertising and a grealer number of indwidual 


Advertising Age, April 9, 1945 | 


Fear Effects of 


Proposed Illinois 
Radio Libel Bill 


Springfield, Ill., April 5A 
radio libel law teached the flow 
of the Illinois house of representa- 
tives today and seemed likely to 
pass that body, despite opposition 
of radio stations in the state, which 
asserted that the proposed law 
would probably prohibit politica] 
and controversial broadcasts be. 
cause it would make them too 
dangerous to handle. 

The bill was recommended for 
passage by the house judiciary 
committee. It provides maximum 
penalties of a $500 fine and one 
year in jail for station licensees 
and others who “knowingly” par. 
ticipate in broadcasts of libelous 
statements. 

Its sponsors say it will give sta- 
tions a chance “to keep the bad 
boys of radio within bounds,” 
but nine station representatives, 
appearing in opposition to the bil] 
today, insisted that its language 
made libel action so easy that the 
result of its passage would be to 
eliminate many types of programs 
now carried. 


Postwar Grocery 
Operations Discussed 


James H. Black, vice-president 
and director of Sprague Warner- 
Kenney Corporation, wholesale 
grocer, will discuss postwar gro- 
cery merchandising before the 
Grocery Manufacturers Sales Ex- 
ecutives of Chicago at a noon meet- 
ing at Hotel Sherman Monday, 
April 9. A dozen officers and de- 
partment heads of the Sprague 
Warner organization will be guests 
and will be available for participa- 
tion in a question period. 


MacGregor Resigns 


P. H. MacGregor has resign d 
as executive assistant to the gen- 
eral manager of Pontiac Motor di- 
vision of General Motors Corpora- 
tion. He has served in the auto- 
motive industry 42 years. 


Socony Earnings Up 


Consolidatd net income of So- 
cony-Vacuum Oil Company, New 
York, amounted to $62,349,556 in 
1944 compared with $35,900,000 in 
1943, announces B. Brewster Jen- 
nings, president, in the 1944 an- 
nual report. 


Venus to Walsh 

Venus Pencil Company Ltd., To- 
ronto, has appointed Walsh Ad- 
vertising Company, Toronto, to 
direct its advertising. 


im WILL BUY 
PUBLISHING 
PROPERTY 


WE have a client who 
desires to purchase a 
controlling interest in, 
or all outstanding stock 
of, a general magazine 
publishing company 
with one or more pub- 
lications of substantial 
national circulation (not 
trade papers). 


He is prepared to pay 
$50,000 to $100,000 
cash, 


i 
The SCHUYLER HOPPER Co. 
Marevliaing 
12 E. 41st STREET » NEW YORK 17, ¥.Y. 
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Keeps me in closer touch 
with government affairs than it 


is possible through the reading 


wr 


of any other single publication." 


W. H. Mason, Dir. Pub. Relations 
THE GENERAL TIRE & RUBBER CO. 


) US Wan 


He is the well-informed business manager who 
keeps up-to-date on every important trend — 


He has appointed The United States News as his 
special reporter and interpreter. Why? Because 
here is the one magazine (out of 19,561 publi- 
cations) created for the sole purpose of filling one 


of his most perplexing needs .......+++-.-. 


In The United States News the business executive 
finds exactly the information that he needsin order 


to anticipate the course that new legislation will 


take—to know beforehand the direction of every 


ee ea ee a ee a ee 


~ 


The 200,000 men and women who study the pages 
of the United States News every week get the news 
of national affairs before it becomes news. They 
are America’s No. {| Quality Market—the kind of 
people who deliberately choose to be well-informed 


is expected to know the answers 


80% of the subscribers to THe Uniren States News read the 
magazine in the quiet of their homes. Perhaps this accounts 
for the fact that 90% read it from cover to cover. 


(200,000 GUARANTEE) 
The Direct Route to 
those who O.K. both 


corporate and family buying 
* 


Daniel W. Ashley 


1 


Vice President in Charge of Advertising® 
30 Rockefeller Plaza, New York 20, N.Y. i 
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‘Industrial Poems’ 
Described in New 
Glidden Campaign 


Cleveland, April 3.—To tell the 
story of a diversified industrial 
team built up from a single varnish 
plant, the Glidden Company this 
week launched an extensive insti- 
tutional campaign in national 
magazines and business publica- 
tions. 

At the same time, to step up 
sales of the soybean paint it intro- 
duced early in 1943, Glidden is 
starting a separate consumer cam- 
paign for Spred, using magazines, 
newspapers, outdoor and _ trade 
publications. Meldrum & Few- 
smith is in charge of all company 
advertising. 

Opening ad in the institutional 
series relates how Glidden has 
grown from the lone varnish plant 
(the original varnish formula was 
perfected 67 years ago) to an or- 
ganization whose net sales last 
year topped $110,000,000. A box 
lists the many products turned out 


eight food processing plants, two 
metal processing plants, three 
vegetable oil crushing mills, three 
chemical and pigment plants, two 
soybean products plants and nine 
paint manufacturing plants. 

The company, employing flax- 
seed mills to extract edible oils, 
turned to processing and refining 
these oils for use in finished food 
products. “Then, in order to pro- 
vide distribution, Glidden acquired 
the entire Durkee Famous Foods 
organization and thus became a 
major factor in the food field,” it 
says. “Subsequently this same 
principle of functional diversifica- 
tion was followed to acquire other 
properties to provide control of 
raw materials—the key to the 
maintenance of uniform product 
quality.” 

Developments in the various 
product fields provide follow-up 
themes for subsequent ads in the 
series. Research conducted by 
Glidden’s 26 laboratories is given 
much credit for company progress, 
including recent work on soybeans 
and in the field of hormones. All 
ads are signed “Glidden—A divers- 
ified industrial team.” 


Advertising Age, April 9, 152 
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*...and to think it all started from a single varnish plant” 


in pecan 6 meee 


INDUSTRIAL TEAM—Glidden Co,, 
Cleveland, opens a new institutional 
campaign with this magazine and busi- 
ness publication message relating the 
story of its plant and product growth, 
Meldrum & Fewsmith handles the 


’ 
7 by Glidden’s six naval _ stores The separate Spred campaign, to account. 
plants, three mining companies,| continue through the summer and 
- early fall, will run in four women’s 
4 A , magazines, a list of national and 
é Compare a sheet of Levelcoat* made last week with a sheet made today sectional farm magazines, more 
: ... compare them for brightness, opacity and strength. Yes, they’re alike _— ae a perio oe 9 
, , . ; e coun and on painted boards. 
: as two peas in a pod. For behind the production of Kimberly-Clark It will fooure a 3-to-1 seuhereiae 
Printing Papers is instrumentation that maintains uniformity of quality given Spred by leading decorators 
; as shown in a Ross Federal survey 
ie from pulpwood to paper even under wartime restrictions. in 10 of the nation’s style centers. 
; . The farm copy will offer a special 
: | ike In the digester, for example, Kimberly-Clark developed a patented booklet, while newspaper ade will 
A : : —ae ; , . s list dealers in some territories. 
; orapeiaias nt peocens that has become the standard of the paper industry. Magazine ads, illustrated with 
his automatic operation alone lifted quality and uniformity more than Kodachrome photos of rooms 
ten per cent painted with Spred, will offer 
as two peas ogee Cone. home owners a free set of 11 sample 
And likewise, along the entire course of paper making, precision instru- ate ea gp Ange pa yt 
aa. i a g ments—temperature controls, moisture content indicators, pressure mony chart. 
s im a po S guides, finish recorders ond aamipous other automatic devices—have Ad Managers to Meet 
reduced the element of variation to the barest minimum. The spring meeting of the Inter- 
; P state Advertising Managers Asso- 
From day to day, week to week, printers can rely on the runability ciation at Hertlbure, 7... May 
and printability of Levelcoat. Small wonder, then, that Kimberly-Clark 11-12, will center on home finance 
: ; : ; advertising, newspaper leadership 
pe has achieved an enviable reputation for uniformity in its Printing Papers. analysis, and the H. J. Heinz Com- 
al pany’s newspaper advertising pro- 
ai ia — gram. Discussion of the latter 
2 - ja r ml topic will be led by Franklin Bell, 4% 
; ‘i i a aie Fred Bradford and William Mc- 
am me I Killop, advertising manager, sales 
a 7 promotion manager and general 
i) 4 sales manager, respectively, of the 
+. a ti A company. The association’s Free 
' Press cup for 1944 linage gain will 
" be awarded at the May 12 session. 


Nilan Advanced 


John O. Nilan, public relations 
manager of the American Mutual 
Liability Insurance Company of 
Boston, has been elected assistant 
vice-president. 
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4. More key officials in Wash- 
ington read TIME regularly than 
read any other magazine, however 
big its circulation. 


p a The members of Congress 
vote TIME the most important 
U.S. magazine that carries 
advertising. 


KIMBERLY 
~ CLARK «.=. 


Kimberl 
CORPORATION || Cink 


Clark 
NEENAH, WISCONSIN \\ — 


RESEARCH 


PAPER PACKS A WAR PUNCH 
DON'T WASTE IT! 


‘yp, For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.Y: 
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FOR WJR 


: fe THE GOODWILL STATION, DETROIT 


ter 
ell, 
[ic- 
a ‘ 
— 4 ‘‘For outstanding and meritorious public service in 
vill 
" X encouraging, fostering, promoting and developing 
a ‘ American ideals of freedom, and for loyal and devoted 
ant %, j 
- service to the nation and to the community it serves.’’* | 
THE 
, 
Alfred I. duPont Award a 
| 
| “The Pulitzer Prize of Radio” 
i 


% Quoted from the presentation made by the Alfred I. 
| duPont Award Committee to Station WJR at the St. 
Regis Hotel, New York City, Saturday, March 10, 1945. i 
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Looking Five Years Ahead 


Harry A. Bullis, president of 
General Mills, Inc., is quoted in 
the April issue of Fortune as say- 
ing, “I wouldn’t attempt to pre- 
dict what General Mills will be 
ten years from now. No—not 
even five years from now.” 

General Mills is not alone in its 
rapid expansion of activities, 
which is carrying it into new 
fields, many of them far removed 
from the original design of its 
operations. That is typical of 
American industry, and the proc- 
ess has been tremendously accel- 
erated by the war. Research, the 
basis of most industrial expansion, 
has been going on apace during 
the war period, and hence most 
companies are further ahead in 
their thinking and planning than 
they would have been in ten or a 
dozen years of peacetime develop- 
ment. 

If as keen an executive as Mr. 
Bullis is unable to see clearly the 
outlines of his corporation’s struc- 
ture five years ahead, many others 
must be in the same situation. 
Fast moving technical changes, 
accompanied by the development 
of new products and new markets, 
may indeed give many corpora- 
tions an entirely different appear- 
ance during the next decade or 
even a much shorter period. 

What is going to maintain the 
familiarity of companies to the 


public during a period of rapid 
product change and development 
and expansion into new fields? 
The answer must be advertising, 
and specifically advertising which 
sells the company and its policies 
as well as its products. The much- 
maligned type of advertising called 
institutional is about the only 
strong continuing element which 
can successfully carry companies 
forward into new and changing 
times without loss of identity or 
public good will. 

People have been looking for a 
new and better term for institu- 
tional advertising, because much 
of it, especially in the early days 
of its development, was undoubt- 
edly dull and stodgy. In adver- 
tisements of that type, now hap- 
pily disappearing, the company 
put on a silk hat and frock coat, 
thrust its hand under its coat 
tails and strutted for the admira- 
tion of the populace. Nowadays 
institutional advertising is warm 
and human and natural, and tells 
simply and interestingly the facts 
about its operations which the 
public, including its customers, 
employes and stockholders is en- 
titled to know. 

We have a strong feeling that 
this kind of advertising is going 
to be greatly emphasized by Gen- 
eral Mills and other leading com- 
panies from now on. 


Help for New Advertisers 


Regardless of what you may 
think about the imminence of re- 
conversion, individual manufac- 
turers whose plants have mush- 
roomed during the war period and 
who can now see the beginning 
of the end as far as war contracts 
are concerned, are already getting 
ready to reconvert from a mar- 
keting standpoint, even if they 
cannot start the process immedi- 
ately in terms of production. 

We know of many companies, 
small and local in their operations 
before the war, whose sales man- 
agers are now out in the field con- 
tacting distributors and setting up 
national sales programs to be ef- 


fective as soon as their facilities | 
are no longer needed for war pro-| 


duction. They have developed 
products for the general consumer, 
industrial or other special mar- 
kets, and they realize that if they 
are to be ready when Uncle Sam 


| 


vertising facilities set up and ready 
to operate. 

Many of these companies are 
newcomers in the national mar- 
keting field. They are unfamiliar 
with the type of modern distribu- 
tion, merchandising and advertis- 
ing operations which are standard 
practice with older and larger 
companies, with a backlog of rich 
experience in marketing to assist 
in making their postwar plans. 

The success of these companies 
during the critical transition pe- 
riod as well as postwar is so im- 
portant to national prosperity that 
we believe every factor in the 
marketing field should be con- 
scious of a serious responsibility 
in helping to guide their develop- 
ment. They need to plan care- 
fully and to build soundly. The 
right kind of advertising can be 
extremely helpful, and they should 
have advice and counsel marked 


. | . 
is no longer their only customer,|by a long-range view as well as 


they must have their sales and ad- immediate necessities. 


4-2 © 1945, Chicago Tia 


—Lichty, Chicago Times 


“Frankly, their soap doesn't make a washday a pleasure—and | wonder if the 
troubles their radio heroine has aren't a lot of fiction, too— 


Anti-Inflation 

The very effective Johnson & 
Johnson ad commented on in these 
pages several weeks ago, in which 
the World War I and World War II 
prices of a number of Johnson & 
Johnson products were given to 
show that prices are lower now 
than 25 years ago, has started a 
whole rash of similar ads by drug- 
gists all over the country. 

Drug Topics seems to have 
helped the movement along by 
compiling World War I prices of a 
variety of typical drug store items, 
and Sams, Detroit department 
store which has always been noted 
for its deep-cut-price drugs, has 
taken advantage of the comparison 
technique with the kind of ad that 
used to be common in the pre-fair 
trade days, but is not quite so 
common now. 

Last week Sams blasted away 
at high prices in the local prints 
with copy which shouted that 
“There’s no inflation in Sams drug 
prices,’ and which used the World 
War I comparisons with telling ef- 
fect alongside of some remarkable 
prices which it quoted for week- 
end selling. 

Sams offered to sell epsom salts 
at five pounds for six cents; rub- 
bing alcohol at six cents a pint; 
Phillips milk of magnesia at 15 
cents a 12-ounce bottle; citrate of 
magnesia at eight cents; Prep 
shave cream at eight cents; and 
100 aspirin tablets for three cents. 

“Approximately 16 years ago,” 
the ad said, “our drug department 
inaugurated deep cut prices on 
drugs in Detroit. Since this time, 
following this policy, we have 
grown to be one of the largest drug 
departments in the country. Dur- 
ing this time many have tried, not 
many have succeeded in duplicat- 
ing Sams drug operation; while 
Sams have consistently gone for- 
ward with deep cut prices at all 
times.” 


Libel-less 

Your delicate sensibilities will 
undoubtedly be shocked, as ours 
were, to discover that a learned 
jurist in Bristol, England, has de- 


cided that it is not libelous for a 


publication to print a man’s name 
without the prefix “Mr.” The im- 
portant clarification of the laws of 
libel occurred early last month, in 
a case growing out of a newspaper 
report of a trial in 1937. “There 
can be no question,” said Mr. Jus- 
tice Tucker, “that the omission of 
the prefix ‘Mr.’ cannot give plain- 
tiff a cause for action founded in 
libel. That is merely a matter of 
taste and perhaps courtesy, giving 
a prefix of that kind. 

“Although plaintiff may perhaps 
think it is rather marked that he 
should be singled out as very 
nearly the only person in the re- 
port who was not given the prefix 
‘Mr.’, I cannot hold that that makes 
the report defamatory.” 


Jottings 

A reminder that business careers 
as well as jobs await the return- 
ing war veteran in the frequency 
modulation field, comes up with 
the announcement by FM Broad- 
casters, Inc., that Donald W. Rey- 
nolds, an executive for Yank in 
both European and Pacific the- 
aters prior to his discharge from 
the Army, has asked the FCC for 
permission to build Arkansas’ first 
FM station in his home town of 
Fort Smith, while Lt. Col. A. A. 
Schechter, now on Pacific duty, 
and former NBC director of news 
and special events, filed an FM ap- 
plication for a station in Provi- 
dence last Spring... 

That it pays to have a company 
pre-type the blood of all employes 
was proved over at Kenyon & 
Eckhardt, New York, in March, 
when Taylor Castell, general man- 
ager of Kenyon Research Corpora- 
tion, K&E subsidiary, was taken 
ill suddenly, requiring six transfu- 
sions in all. His blood was the 
rare RH negative, but the local 
blood bank was able to send out 
for donors almost immediately be- 
cause his blood type was known. 
And incidentally, three K&E em- 
ployes gave their blood as replace- 
ment for that used by Mr. Castell. 
They were Richard Dunne, radio 
research director, John Fass of the 
production department and Lou 
Thommes of the art department. .. 
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The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2493. 
Data. 


This file folder, issued by the 
Reading Eagle-Times, contains 
data sheets dealing with popula- 
tion, characteristics of the Read- 
ing market, industry, employment, 
sales, general market facts and 
coverage of the newspapers. 


Reading, Pa., Market 


No. 2494. Eight Answers to Eight 
Questions. 


In this brochure the Open Road 
for Boys gives the answers to a list 
of questions covering the publica- 
tion’s background, circulation, sub- 
scription methods, reader interest, 
etc. The material includes a list 
of products and services now 
using Open Road, with their agen- 
cies, and a report on a survey 
among subscribers showing what 
boys will buy first after the war. 


No. 2495. The Philadelphia Mar- 
ket. 

Sales area maps divided into 
routes, with tabulated market data 
for corresponding areas and routes 
give a complete picture of the 
Philadelphia market in this book- 
let issued by the Philadelphia Eve- 
ning Bulletin. The compilation 
includes population, dwelling units, 
radio homes, wholesale and retail 
outlets and sales. 


No. 2447. Postwar Dayton Will Be 
Bigger and Busier. 

The strong postwar position of 
Dayton, O., is the subject of this 
booklet, which contains reprints of 
a series of eight advertisements 
which have been published in ad- 
vertising and publishing business 
papers. The series, placed by the 
Dayton Journal-Herald, points out 
Dayton’s industries and products 
made by them, the area’s farm in- 
come, and expansion plans which 
already have been blueprinted. 


No. 2477. Market Study of the 
Chain Variety Store Field. 

Chain Store Age has issued this 
market study, which contains 4 
map of the U. S. showing locations 
of 674 variety chain headquarters, 
by states, number of stores oper- 
ated by leading chains in each 
state, and number of stores oper- 
ated by variety chains in 102 prin- 
cipal cities. A supplementary map 
indicates stores operated by im- 
portant sectional chains through- 
out the country. 


No. 2478. Some Women Yo 
Should Know . . . and Vice 
Versa. 

Rhyming couplets and cartoon 
illustrations take the dryness out 
of this survey report, but the 
facts and figures are here, never- 
theless, to provide an appraisal of 
the women readers of Hillman 
Women’s Group (Real Romances, 
Real Story and Movieland) and 
their families, as buying prospects 
for advertised products. 


No. 2484. Toledo Market Map. 


The Toledo Blade has _ issued 
this market map of metropolitan 
Toledo, which shows the popula- 
tion divided into four economi¢ 
groups, based on rental values im 
the 55 census tracts within the 
city limits as established by the 
government. Detailed descriptions 
of the retail shopping areas 
throughout the city are included, 
with their locations designated om 


the map for quick reference. 
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BMB Contracts 
Now Total 491, 


Feltis Announces 


Washington, April 4.—Hugh 
Feltis, president of the Broadcast 
Measurement Bureau, returned 
here today from an 1l-week swing 
of the 18 NAB district meetings 
with 491 radio station contracts 
for membership in the cooperative 
NAB-Four A’s-ANA project. 

Enthusiastic about the results 
of his sales mission, Mr. Feltis 
pointed out that in the 1l-week 
period BMB had obtained contracts 
from 60% of the eligible stations, 
while others had heard his talk 
and taken the project under con- 
sideration. 

At Detroit, where Mr. Feltis 
rounded out his trip yesterday, 29 
of 30 stations present signed with 
BMB. Mr. Feltis described himself 
as “delighted” with the results of 
his trip, and reported that he is 
ready to go to New York, rent 
quarters and set up a staff. 

Terming the results of the trip 
“remarkable,” he pointed out that 
many of the stations which had not 
signed immediately were delaying 
action because their representa- 
tives at the NAB district meetings 
had been ordered to report back. 
He said he is now ready to meet 
with the BMB board to draw up 
a budget on the basis of the as- 
sured revenue, so that he “can 
deliver what he had promised the 
stations.” ; 

Mr. Feltis praised the spirit of 
the broadcasting industry in sup- 
porting the project and of adver- 
tising agencies throughout the 
country in lending their assistance. 


Joins JWT, Toronto 

Nev Mainguy has joined the 
Toronto office of J. Walter Thomp- 
son Company as senior writer and 
representative. He has just com- 
pleted three years’ service in the 
Royal Canadian Navy and was 
previously in the agency field in 
Montreal. 


Sales Tax Receipt 
For January 1945 
In TULSA Area 


(34% of Oklahoma's 
land area) 


715.3% 


Of Entire State 


The Tulsa Area 


OKLAHOMA'S 
NO. 1 MARKET 


plus rich bonus counties fa 
Kansas, Missouri & Arkansas 


is 
BLANKETED 
only by 
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Corning Names Truslow 
Consumer Sales Head 


Thomas H. Truslow Jr., recently 
discharged following two years’ 
overseas service as a major in the 
Army Air Force, has joined Corn- 
ing Glass Works, Corning, N. Y., 
as sales promotion manager of 
the consumer products division. 

Before entering service, Mr. 
Truslow headed the frozen food 
division of Snider Packing Cor- 
poration, Chicago, division of 
Birds Eye-Snider, and was pre- 
viously district manager of Reyn- 


olds Metals Company. At Corn- 
ing, he will direct advertising and 
merchandising of consumer prod- 
ucts including Pyrex brand oven- 
ware, Double-Tough tumblers, 
tableware, lamp chimneys and 
premium ware. 


Miss Parker to KMBC 


Betty Parker, formerly in the 
public relations department of 
American Meat Institute, Chicago, 
has joined KMBC, Kansas City, 
as director of home economics. 
She will handle two daily home- 
maker programs. 


Polident Enters Spot 
Radio, Newspapers 


Polident, brushless denture 
cleaner, produced by Block Drug 
Company, Jersey City, will be 
promoted through 200-line inser- 
tions in New York, Chicago and 
Denver newspapers and by spot 
radio on news and musical pro- 
grams over seven stations, sup- 
plementing the usual magazine 
schedule appearing for the past 
several years. 

Radio stations to carry Polident 
messages include WFLA, Tampa; 


13 


WIBW, Topeka; WWL, New Or- 
leans; WBAL, Baltimore; KSTP, 
Minneapolis; KTRH, Houston, and 
WOAI, San Antonio. Cecil & 
Presbrey, New York, is the agency. 


Heads Lockwood Co. 


George E. Lockwood has been 
elected president of Lockwood 
Trade Journal Company, New 
York, succeeding the late George 
S. Macdonald. Arthur E. Gor- 
don, vice-president, was elected a 
member of the board, and Joseph 
Zz Horgan, was reelected secre- 
ary. 


You have many things to say to management-men 


This magazine has no corner on management-men, but it is the only 
magazine which limits its circulation to them. You'll find them reading it, using 
it, wherever you turn and there’s real work being done! 


and one best 


, this corner in Springfield, Vermont, and across the river, you'll sight 
the stacks of three of America’s fine machine tool makers. There’s the Bryant 
Chucking Grinder Co... . and close by, Jones & Lamson ... and up river a way, 
the Fellows Gear Shaper outfit. And out on the neighboring hills live 20 of the 
management-men, 20 Business Week subscribers whose decisions have so much to 
do with making those plants go and grow. 

And see those signs along the street—Amoco, Sunoco, Central Vermont 
Public Service . . . translate them too into dozens of Business Week subscribers 
throughout those organizations. ' 


place to say them 


i ee Oty 


SS | eo 
< | Po | | Z 
: adres 
| ee i 
lay : 
om a 
or 7a 
ny | alll 
ing eres 
his | | | ee 
sss sss ! 
ket i 
the i . 
ins = 
la- § ee. 
\d~ Be 
nt, ae 
nd 2 a 
4 } * 
yht i i. 
:- 
ad rf } 
: 
ist = 
a- wl 
b- g if =i 
st , te er. 
wy ¥ " 2 a 
ist i we f are 
Ww By t 
n- sh: ae 
ey aes gat 
lat “Site A { 
i yg nn ta 
eae = . ‘ * gach 
ir ‘Yan ee 
to ; é ae i i 
ita = a ™ L et Pa ' 
tes : ———— — = 
he 2 ees, ‘A ey eS ea ; _ 
k- ) =, ie sig aa By - ome A . er oS _ ; ee ve. ve ‘ yet ” i ’ : 
ie Py = a4 x ae re . ree a ie a att ie 
on — | ge Oe ee ee el SP i 
ts, Al/ ‘\ sae: oS ait dat a. — CU en | ieee 
. ' : : 7 ; Pea B iat A : a 7 . as i. ‘ " : 2 a h ue et oe Bk 6 : Lv at F . get ae ’ as tae 
- Bi | reer % ee on F ® £. 4 tee me 71. hist eer 
‘ mei an i: > lian ae § 4) BSB SE ee | ph Niguel ee : eee FP ee eee ‘ oe 
Be ‘ ; j ES wr ha p . ie a ise — ae ff } RSS 1 
ah ee oa [gee pared BN, a a ee aed us ae? 
—_—" eo ee ‘ ¢ cee ee 2 iy hr” Sena pia oti are ey pe Dee ae ae nares oe Te es io, Ne 
of aT N B C Or - se a : : a tt HE te) f wT eae . ae ‘ae pf fe HA ’ aR ah ea es : ie ; . 4) hoe . ‘<i 
his f a ar we ‘ gee ‘ v m. 5 orn, s e : { Why i a. a 4 fs z i, aa. ig it and = i ig z 4 ia a 64 jee a Ss ai 4 Ny rs 
~ 7, Lf. eas CC AMA | Og] Uk ince Mikes °C oe |) Re eee nadia 
of Ay S PO St S as Poe 11h st hee oe ae ft Sere +e 
ats S) ho i | (o] we rl Cae See Pur eid a ie po ag i hal x , arg 4 ys oe iis aa Xy ee Pera, f Bait nl 
d- 2 Ser ge i oNA eo ee a éMiisiiss. +) ea ee Thy a x 
a Uo i in Vii | em, Ves bn on i ee beac oa a 
> / & y A aes ‘7 ; i a ' el —— ena wiliigiitieas — :. : 
he f ae, ee te 0 i eo See Agee ae a a , ROI A ar ent 
we. ' | ie : % pS eee fH a F at ——- CU _ - ; wae ee Das \ 
ut ; px bs ; Mies  BMOCOY : of oer a A ee en pte: a tf oe ae 
u 9 é . ies ra ea . t ; ae a “ ee eee . 
ts 4 ) \- = Keg 4 4 , ee j ¢ erect , cae a} a q 2: 3 il See, cag 7 eS ae -| 3 ee : =e is eae ies esas. 
c | 2 A | Poo * Wy 3 oF hy Ai eras tn | ret be rd , d ; z. 9 a % , ar ie i aie w* a ee * "4 <n 4 t oe a: 
n- \ 0 \ Faget rey mle Oe = mie ee | i ee ie ae . Tl eo Dae ee — ies: 
ch 7 Gain Ty US ai it eo eee er ee ae | ee Boe 
% ws ats _ DLE 5 S _ el 3° ie gs Fy ay “f.. ; 4 the — it come 
he 45 , a Ay ‘ mae «| ? a : —— 4. “i : . ai u 4 : . . : v 5 , : _- 
Most pow aes NS i ee wey ae i 7 
7 ee : I. as a a 
. a - ee ‘ ee Ce Ne re : 
11S —. acme, mh * oa _ 
a re Coen ‘ tt _ Y 
ns ~ , es 
tec 
rs, ‘ 
r- . , = 
rm: | ; 
r ' . 
ip a 
1- Pe 
1 . ae 
l i a ™ 
e G ee 
S43 i at ms: 
LF oi 
n f asi 
it _ , 
e — es 
me a 
of e a 
" — 
s, - 
ee S 
4 ee Pe _— 
n P m, 
- KVOO | 
ic ; 
n 4 * 
e “i { 
e : Es ; : : 
1S bi a i 2 » See = he 4 . yi 
; , D t YGC : : 
i, Incorporated 
> Yt ‘ ae SOPs ’ Ras Fs 
‘ *F +f ' , 


is 
a 
‘i 


14 

Begin Advertising 
to Swiss at Once, 
Says Agency Head 


Zurich, March 17.—Americans 
enjoy a reputation in Switzerland 
for the technical excellence of their 
products and could possibly cash 
in nicely on advertising as soon 
as they are in a position to supply, 
Max Dalang, Swiss agency head, 
said today. 

American business firms, com- 
paratively important advertisers in 
Switzerland before the war, have 
not yet resumed advertising, he 
said, adding: “It seems to be that 
it is less important in their way 
of thinking to prepare the ground 
by good-will advertising than to 
rush in with heavy publicity when 
they want the market. Yet the 
firms who invest in preparing the 
field here would hit it off far heav- 
ier in their respective lines.” 

Throughout the war and contin- 
uing at present, he said, the Ger- 
mans have been by far the most 
prominent among foreign adver- 
tisers. Agfa, Bayer and other Ger- 


man firms, he said, seem bent on 
maintaining a good postwar plat- 
form when they once more will be 
able to supply goods. There has 
been a small amount of advertising 
during the war by British com- 
panies, but “British advertisers 
have never been prominent in our 
market, and it is not surprising 
that we don’t see much of them 
now.” 


Foundation Surveys 
‘Globe-Democrat’ 


The 77th study of the Continu- 
ing Study of Newspaper Reading 
conducted by the Advertising Re- 
search Foundation, based on the 
St. Louis Globe-Democrat, largest 
newspaper yet examined, rates 
three sets of contrasting national 
advertisements, by each of three 
manufacturers. Several local ads 
established new highs or rated 
among the 10 best in their product 
classification. 

A 985-line national ad for Fol- 
ger’s coffee, composed of a large 
illustration of a woman drinking 
coffee and a headline “We Invite 
You to Taste This Richer Kind of 
Coffee,” scored 37%, establishing 


a new high for women in the gro- 
cery-beverages Classification of na- 
tional advertising. Another 138- 
line humor panel for Folger at- 
tracted 20% of the women and 
10% of the men. Of two General 
Mills ads, a 130-line Wheaties 
humor panel rated 17% for women 
and 9% for men, and a 131-line 
straight copy Cheerioats ad drew 
2% of the women and 1% of the 
men. A Mentholatum ad headed 
“Child’s Skin is Thinner Than 
Adult’s,” featuring a photograph 
and 140 lines of copy, attracted 
2% of the men and 9% of the wo- 
men, and a 136-line Mentholatum 
insertion, displaying line drawings 
and a headline “You'll like this 
Gentle Chest Rub,” rated 1% for 
men and 2% for women. 


To S. Duane Lyon 


International Theatrical & Tele- 
vision Corporation and its subsid- 
iaries, Walter O. Gutlohn, Inc., 
Certified Film Distributors, Circle 
Film Laboratories, and Film of the 
Month Club, Inc., all of New York, 
have appointed S. Duane Lyon, 
Inc., New York, to direct adver- 
tising. Magazines and _ business 
papers will be used. 


Ray Hits Attack 
by Knight on 
Radio War News 


Chicago, April 3. — Declaring 
that the attack on radio by John 
S. Knight, editor and publisher of 
the Chicago Daily News, in an edi- 
torial March 31 expressed the fear 
some newspapers have of being 
put out of business by radio, Wil- 
liam Ray, director, news and spe- 
cial events, NBC central division, 
said in a letter to Mr. Knight, 
“I have never known anyone in 
radio who thought this, or wished 
ag 

“Many of us even think radio 
has helped to increase the circula- 
tion of newspapers by interesting 
more people in national and world 
affairs,” he said. “At any rate, 
the total daily circulation of news- 
papers in the United States has 
greatly increased since network 
broadcasting began. We believe 
radio and the press are comple- 
mentary, not competitive.” 

Mr. Knight’s editorial stemmed 
from the March 27 broadcasts 


with SPOT BROADCASTING 


WILDROOT CREAM-OIL ae 


makes two sales grow 


A tonic for scalps finds Spot 


where one & erew before 


Broadcasting a tonic for sales. So Wild- 
root Cream-Oil applies Spot Broadcast- 
ing generously, using everything from 


chain breaks to half-hour programs, satu- 
rating each selected market thoroughly! 


Wildroot’s success is founded on 
a knowledge of Spot Broadcasting tech- 
nique—by which any good product can 
reach the largest audiences on the finest 


stations. 


Spot Broadcasting is probably to- 


day’s most adaptable medium in adver- 


tising, offering a choice of the best times 


on the preferred stations in any market 


you choose. You are not confined to one 


network, one program, one time of day 


or one copy appeal. You can buy an hour 


This advertisement, appearing also in FORTUNE Magazine for April, is one of a FOR- 
TUNE series published in the interest of Radio Stations represented by John Blair & Company. 


—2_ 


in Spottsville or 20 seconds in Spotts- 
town, depending on the state of the mar- 
ket, or the pressure you wish to apply. 


A John Blair man 


knows Spot 


Broadcasting. He also knows merchan- 
dising. His knowledge, plus your own, 
will put radio to work for you on a basis 
that will stretch your advertising budget 


measurably! 


‘BLAIR 


& COMPANY 


Offices in Chicago - New York - St. Louis - Los Angeles - San Francisco 


REPRESENTING LEADING RADIO STATIONS 


Advertising Age, April 9, 1945 


made by the Blue and Don Lee 
Networks based on an Internationa] 
News Service bulletin. Mr. Ray 
said that a Daily News cartoon 
and the editorial “have given the 
impression that all radio—incluq. 
ing four major networks and many 
regional networks— is to blame for 
the error of one major network 
and one regional network.” 

Mr. Knight had written: “While 
the Hearst press was yellow- 
ing up the war picture in mod- 
est tints, radio really did things 
up brown. The handling of news 
bulletins is still a new and unper- 
fected art with most radio people. 
That is why a lush-voiced ham 
can dramatize a trivial news item 
in one breath and extol the vir- 
tues of El Stinko cigars in the next 
without ever changing his pace.” 

Expressing disappointment that 
“a newspaper of the reputation for 
fairness possessed by the Chicago 
Daily News” should print such a 
“generalization from _ insufficient 
data” and attribute to a group the 
error of one or two of its mem- 
bers, Mr. Ray commented that 
“you specified the ‘Hearst press’ 
in the same sentence in which you 
lumped all broadcasters together 
under the term ‘radio’.” 

Declaring it is not his purpose 
to gain credit for NBC by casting 
aspersions on the Blue Network, 
but to protest the “‘all-too-frequent 
newspaper habit of seizing upon 
every error committed by radio 
and errors not committed by radio 
and using them as the basis for 
general attacks on radio,” Mr. Ray 
said: “If you will listen either to 
NBC or its Chicago _ station, 
WMAQ, or to almost any other 
major station, I believe you will 
discover that the handling of news 
bulletins is hardly a ‘new and un- 
perfected art with most radio peo- 
ple’.” 

Pointing out that there is a 
clean break between _ news 
and advertising copy on all NBC 
and WMAQ newscasts, and no 
dramatizing of news items, Mr. 
Ray declared, “The very basis of 
our whole news policy is to give 
the news ‘accurately, fairly and 
without histrionics.’”’ 


Canadian Doctors 
Give Maclean’s 
More Votes Than 


All Other Magazines 
Combined! 


ETURNS from a canvass of 

Canadian doctors show Mac- 
lean’s far out in the lead as Can- 
ada’s most important magazine! 
The report was made by an inde- 
pendent research organization, 
Canadian Facts Ltd., who ques- 
tionnaired 2,007 physicians and 
surgeons from 131 communities 
across Canada, asking this direct 
question “What do you consider 
the most important magazine in 
Canada today ?” 


—_— 


PERCENTAGE 
MENTIONS 


MACLEAN’S 547% 


35 Other 
Magazines 46% 


The status of Maclean’s as Can- 
ada’s foremost magazine is unt 
versally recognized. Ask any 
group of citizens, the results are 
the same — Maclean’s gets the 
vote as Canada’s National 
Magazine. 


MACLEAN 5 


481 University Avenue. Toronto 2. 
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Because soiled minds can start political plagues, just as dis- 
eased bodies can contaminate vast populations, we Americans 
must do everything in our power to help the United Nations 
expedite the greatest mass migration in human history, says 


HERBERT H. LEHMAN 


Director General 
United Nations Relief & Rehabilitation Administration 


Coincident with the publication of Mr. posed by Mr. Lehman in this article. 
Lehman’s article in the May issue of | Here’s an authoritative evaluation of 
The American Magazine, the United our share of responsibility in the freeing 
National Clothing Collection for Over- of Hitler’s 15,000,000 home-hungry 
seas War Relief, under the national slaves ... 15,000,000 ill, wounded, and 
chairmanship of Mr. Henry J. Kaiser, | convalescent men, women, and chil- 
launches its drive for 150 million dren... ragged hordes whose footsore 
pounds of clothing. This drive gives columns will jam Europe's  shell- 
dramatic emphasis to the problems wrecked roads and ruined railroads. 


OUT 


“\mencall 


LOUZME 


THE CROWELL-COLLIER PUBLISHING CO. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 


FACTS OF LIFE 


You can’t brush off the dual nature of 
sex ... not unless you're baldly indif- 
ferent to the facts of life, and the pursuit 
of profits. Name almost any category of 
merchandise you wish . . . masculine, 
feminine, or neuter in the gender of its 
appeal ... and experienced advertisers 
will tell you it’s a logical prospect for 
the paying pages of The American 
Magazine. Edited with dual sex appeal, 
The American Magazine double-ex- 
poses advertising to millions of women, 
millions of men . . . multimillions of 
aspirational Americans who buy The 
American Magazine on the newsstands, 
subscribe, or beg, borrow, or steal 
somebody else’s copy. One other con- 
sideration . . . these middle millions 
still make 60 per cent of the nation’s 


purchases, after savings and taxes. 


Share your American Magazine, then save it 
for the Government's waste paper drive. 


250 PARK AVENUE, NEW YORK 17, N.Y. 
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Byoir Must Face 
Charges with A&P 
in Court Trial 


New York, April 4.—Car]l Byoir, 
public relations counsel, has been 
ordered to appear in the U. S. dis- 
trict court at Danville, Ill, on 
April 16 to face trial on a charge 
of conspiracy to violate the Sher- 
man Anti-trust Act. The ruling 
was handed down yesterday by 
Judge Vincent L. Leibell in the 
U. S. district court here. 

Thus ended the six months’ fight 
against extradition waged by Mr. 
Byoir. The decision paves the 
way for the government’s action 
against A&P, Mr. Byoir and his 
company, Business Organizations, 
Inc., the grocery chain’s public re- 


lations counsel, all of which are 
accused in a criminal information 
of participating in a conspiracy to 
restrain interstate trade in food 
and food products in violation of 
the anti-trust law. 

Mr. Byoir is charged in the Illi- 
nois information with setting up 
“false front” organizations to sup- 
port fake comparison of prices 
charged by A&P with prices of 
competitors and prices paid by the 
company to competitors, and with 
helping A&P get control of large 
volumes of fresh fruits and vege- 
tables by secretly organizing and 
dominating the operations of sup- 
posedly independent cooperative 
associations of growers and ship- 
pers. 


Officers Accused 


Other individuals ordered to 
stand trial are George L. Hartford, 
president of A&P, John A. Hart- 
ford, first vice-president, and 13 
officials of A&P subsidiaries. 

The companies involved are: The 
Great Atlantic & Pacific Tea Com- 


panies of Maryland, New Jersey, 
Arizona, Nevada and Vermont; The 
Great Atlantic & Pacific Tea Cor- 
poration, Wilmington, Del.; Queen 
Maid Company; American Coffee 
Corporation; White House Milk 
Company; Nakat Packing Corpora- 
tion, and Atlantic Commission 
Company, Inc. 

The government charges the de- 
fendants with an alleged con- 
spiracy that had the effect of in- 
juring the business of various food 
manufacturers, processors, canners, 
wholesalers and thousands of in- 
dependent retail food dealers, as 
well as depressing prices paid to 
fruit, vegetable and other crop 
growers. The government also 
charges that the defendants domi- 
nated and controlled distribution 
of food and food products in a 
large part of the nation. 


Court Supports Claim 


Judge Leibell gave support to the 
Justice Department’s charges 
against the company. He said yes- 
terday, “This was a grand scheme 


and embraced a broad line of es- 
sential commodities in a combina- 
tion that it was expected would 
include major local cooperatives 
and farming groups throughout the 
United States. 

“By the plan, the A&P Company 
expected to obtain a greater se- 
lectivity of fresh fruits and vege- 
tables and a greatly increased 
volume of business resulting in 
considerable savings to A&P as 
well as a market control that 
would give A&P even more dom- 
inating position in the retail field 
selling food and food products. 

“The fact that the public derived 
a benefit in lower prices for a time 
through these practices does not 
exempt them from the condemna- 
tion of the Sherman Anti-trust Act 
if they were part of a scheme to 
violate the act.” 


From Carl Byoir came the fol- 
lowing statement: “As Judge Lei- 
bell stated in his decision, ‘an 
order of removal decided nothing 
affecting the merits of the case and 
amounts to no more than a finding 


uyers 


PRINTING PRODUCTS CORPORATION 


Equipment 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, etc. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


and Organization is 


Should Know What 


Can Do For Them 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
part of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 
because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


Fioducls Corporilion 


FORMER ROGERS 


dius 


LUTHER C. ROGERS 
Chairman and 
Management Advisor 


L. C. HOPPE 


First Vice-President, 
Assistant Chairman 


and Managing Director 


A. R. SCHULZ 
President and 
Director of Sales 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


(THE 


NATIONAL AND LOCAL 


Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


Dun & Bradstreet, Inc., 


setting. 


desired. 


as fast as 


& HALL COMPANY) 


PRINTER SPECIALISTS 


Artists ¢ 


Engravers * 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 
Clean Linotype, 
Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 


Good Presswork — 


one or more colors. 


Facilities for Binding 


the presses print. 


Mailing and Delivery 


service as fast as copies are 
completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


H. J. WHITCOMB 


Vice-President and 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasurer 


Advertising Age, April 9, 1945 


We are facing the wors: 


HOUSEWIVES! Mee izin te wore 


EVERY LITTLE BIT YOU SAVE 


mARCAL 


HOUSEHOLD PAPER PRODUCTS 


HOME HINTS—Marcalus Mfg. Com. 
pany, East Paterson, N. J., is using 
ads such as this in eastern and south. 
ern newspapers to tell housewives how 
to conserve paper and to explain why 
aoe products are not always avail. 
able. Ivey & Ellington, New York, is 
the agency. 


that the accused may be brought 
to trial.’ 

“We are confident that the trial 
scheduled to begin in Danville 
April 16 will result in complete 
vindication of all the defendants.” 


Leslie Transfers 


Robert A. Leslie has returned 
to Montreal as manager of the 
Montreal office of National Broad- 
cast Sales, following two years as 
manager at Toronto. R. E. Me- 
Guire has joined the company to 
take over the Toronto post. 


To Handle Gould Export 


Gould Storage Battery Corpora- 
tion, Depew, N. Y., has appointed 
the export division of Pressed 
Steel Car Company, Pittsburgh, as 
exclusive agent for the export of 
Gould industrial storage batteries. 


THE MAN IN 
THE STREET 


“The man in the 
street,” says Emer- 
son, “doesn’t know 
a star in the sky.” 


But in the practical 
things of everyday 
life, he is usually 
right in his verdicts. 


In his opinion, no 
newspaper in Wash- 
ington has anything 
like the day-in-and- 
day-out appeal of 


the Times-Herald. 


; a 


Editor and Publisher 


Times Ba Feral 


WASHINGTON, D. C. 
TIMES-HERALD . 226,596 i 
The STAR . 192,045 
The POST . 158,051 
The NEWS . 102,934 


As of September 30th, 1944 


National Representatives 
GEO. A. McDEVITT CO. | 
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© 1945 ESQUIRE, tac. 


leading 
apparel 
dvertisers 


' 


\ 


Esquire delivers exceptional results for 
national advertisers of apparel, automo- 
biles, drugs and toiletries, food, gifts for 
women, jewelry and watches, leother 
goods, liquor, private planes, radio and 
television, sporting goods, transportation 
and many other products. 
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‘Sun’ Issues Brochure 
on 6th War Loan 


The New York Sun has released 
a large illustrated brochure titled 
“70 Tons of Fighting Steel .. .”, 
describing the drive it sponsored 
during the 6th War Loan, using a 
display on New York’s Fifth Ave. 
of a turret gun off the U. S. S. 
Texas. The “Rally Round the Gun” 
exhibit, featuring entertainment 
by celebrities of stage, screen and 
radio, brought in $13,291,375. 

Secretary of the Treasury Henry 
Morgenthau Jr. has suggested in a 
letter to Edwin S. Friendly, vice- 
president and general manager of 
the Sun, that the brochure be dis- 
tributed to newspapers through- 
out the country as a reference for 
contemplated bond-selling projects 
during the coming 7th War Loan 
drive. 


Joins Van Hooper 

Jane Gales Zwengel, editor of 
the “Sentry,” publication of the 
Louis Allis Company, Milwaukee, 
has joined the staff of Van B. 
Hooper Company, Milwaukee 
agency, where she will continue to 
edit the Allis paper. 


Magazine, Printing 
Orders Revamped 


fo Conserve Paper 


WPB Division Moves 
to Protect Small 
Publishers 


Washington, April 4.—Magazines 
and commercial printing limitation 
orders were subjected to a careful 
rewriting today as WPB’s printing 
and publishing division attempted 
to plug leaks which might upset 
the delicate second quarter calen- 
dar paper supply. 

Magazine publishers were lim- 
ited to purchase of 87% of their 
average quarterly order during 
1944, and commercial printers were 
subjected to similar restrictions as 
the agency sought to slow down 
buying in the face of a reduced 
paper supply. 


While no additional restrictions 
on use of paper have been issued 
at this time, WPB warned that con- 
sumption quotas must be reduced 
if it is found that small publishers 
are unable to get enough paper to 
fill their needs. 

Under the plan adopted for the 
magazine publishers, all magazines 
except those using less than 100 
tons of paper a year, or with dan- 
gerously low inventories, will make 
the 13% cut in buying. Publish- 
ers using 100 tons or less, or those 
with fewer than 20 days’ inventory 
on April 1, are to restrict their 
buying to the 1944 level. Finally, 
it is provided that no publisher 
may have more than 50 days’ paper 
inventory on June 30. 


Compliance Rules Tightened 


Most of the new restrictions in 
both orders were aimed at tighten- 
ing compliance with the paper re- 
strictions. Among the important 
ones: 

1. News letters and similar pub- 
lications are limited to 75% of 1941 
or 1944, or five tons, whichever is 
greater. 

2. No person, firm or corpora- 
tion may use more than five tons 
of paper per year for commercial 


printer’s quotas for the production 
of magazines. 

3. Noting that the transfer of 
magazines’ paper quotas is pro- 
hibited, WPB tightened L-244 to 
provide that the person performing 
the customary publishing functions 
shall be considered the actual pub- 
lisher, regardless of the name ap- 
pearing in the masthead. 

4. Interpretations of both mag- 
azine and commercial printing 
order shall be made only in Wash- 
ington in the future. 

5. “Catalog” in the commercial 
printing order is redefined, and it 
is limited to 75% of 1941 usage or 
five tons. 

Limitations on news letters, 
which come under “miscellaneous 
publications,” are “two-sided,” the 
order points out, with the publisher 
limited in the amount of paper he 
uses, and all paper for these pur- 
poses chargeable against the print- 
er’s paper quota. 


Publication Defined 


Under the order, a “miscellane- 
ous publication” is “any bound or 
unbound collection of printed 
pages consisting of reading matter 
and/or illustrations, (except news- 
papers as defined in Order L-240, 
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China ...is a customer! 


More than 400,000,000 people—nobody 
really knows how many; a few wealthy, 
but most poor beyond our imagining; rich 
only in numbers, the will to work, un- 
tapped resources, the future . . . and our 
friends unless we waste their friendship. 

China firstneeds peace, then everything! 
She produces fifty thousand tons of steel 
a year, can use twenty million ...needs a 
million miles of road,a million new homes 
per year, and within the next decade 
150,000 engineers and 250,000 physicians! 


Tunsx of China in terms of pennies, 
spent by hundreds of millions of people 
. .. people whose few pennies per year 
would eclipse all our former exports to 
Europe, whose few pennies per month 
would pass all the decimals on our adding 
machines! And China can pay in her own 
products, materials and handicrafts,and in 
interest on credit advanced . . . China is a 


customer we need to absorb our own 
excess production, prime prospect to per- 
petuate our own prosperity! A U.S. Loan 
of $500,000,000 made in 1942 is enough to 
start the cycle, speed the flow of goods. 

The inevitable development of Orient 
trade and the Pacific is an important new 
business index for San Francisco, transfer 
site to global traffic, new Chicago of both 
oceans ... will add additional assets of new 
industries, new population and housing, 
wider financing, wholesaling and shipping 
- « « all of which make San Francisco a 
high priority point for extra sales effort, 
more intensive advertising. 


Ler your West Coast calling card be 
The Chronicle . . . native newspaper 
that since the Gold Rush days has 
reflected the world, the country, the 
city and the West to Californians 


to know, concerned enough to care. 
Anchored in the past, but aware of the 
present, alert to the future, The Chronicle 
is liberal beyond localism, conscientious 
above Chamber of Commerce objectives, 
for the common good rather than special 
privilege, stubborn in conviction, strong 
enough to speak its mind on any issue. 
Journalistically competent and able, The 
Chronicle has always had the respect of 
peopie who count in California... reaches 
the upper fourth of San Francisco families, 
has a wide web of influence outside . . . is 
comprehensive enough in its coverage and 
influence to sell second hand furniture or 
secure a corporation’s future, get accep- 
tance for good stores, good products... 
will grow in service as its markets 
grow ...A talk with a Chronicle 
representative is a first timely step 
towards better business on the West 


7 


National Advertising Representatives: 
Sawyer, Fercuson, Waker Co., 60 E. 42d St., New York 
Chicago, Detroit, Atlanta, San Francisco 


- 
= Coast tomorrow. 
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magazines as defined in Order L. 
244; Books as defined in Order 
L-245 and material described else. 
where in L-241 for which the 
issuer receives a_ consideration 
either from the sale of copies or 
from the inclusion of advertising 
or other material therein). 
“However, the term does not 
include printed matter whose sole 
purpose is to advertise or promote 
the issuer’s business, provided 
such printed matter is not offered 
for sale at a price in excess of the 
price paid in good faith by the 
issuer to the printer.” 

In the revised commercial print- 
ing order, catalogs are defined as 
“12 or more bound pages (includ- 
ing supplements) issued by a per- 
son who manufactures, distributes 
or offers for sale the products, 
commodities or services listed 
therein, except catalogs which will 
be issued at intervals of more than 
three years.” 

On quotas, the magazine order 
now reads “Quotas established by 
this order may not be bought or 
sold under any guise. Thus if A 
publisher with a quota under this 
order, places his name in the mast- 
head of a magazine and otherwise 
identifies himself as its publisher, 
but B performs most of the cus- 
tomary publishing functions, this 
is an unauthorized use by B of A’s 
quota.” 

To stretch pulp supplies further, 
WPB eliminated a number of cover 
stocks, including 60-pound plain 
coated cover paper, 55-pound 
poster paper and several others. 
Paper cups, plates and milk con- 
tainers were restricted to the mili- 
tary and essential industrial and 
public health users. 


Liggett & Myers Elects 


Liggett & Myers Tobacco Com- 
pany, New York, has elected G. W. 
Thompson and J. N. Wellman as 
vice-presidents and H. E. White 
as treasurer. Mr. Thompson suc- 
ceeds G. W. Whitaker in New 
York in charge of Eastern sales 
and Mr. Wellman succeeds E. H. 
Thurston in the Midwest at St. 
Louis. Messrs. Whitaker and 
Thurston have retired. 


By WM. OTTO’, 
Chief Engineer 
Carson Pirie Scott & Co. * 


“We recently spent $160,000 in converting 
our store from d-c to a-c operation. The 
project called for 10 miles of wiring, more 
than 400 new motors from 1/6 to 50 hp., 
lots of browsing through ads and bulletins 
for installation data. A fourth of our motor 
equipment works by remote control.” 


“My idea of a motor or motor control ad 
that makes pals of power engineers is one 
that tells: what provision is made against 
stalling when an overload burns out 4 coil 
in one phase; how to regulate speeds when 
desired; if control has illuminated push 
button to signal on or off. We're hungry for 
hookup diagrams, hints on maintenance.” 


*Mr. Otto, dean of Chicago depart- 
ment store engineers, has been 4 
POWER PLANT ENGINEERING 
reader and contributor since 1934 


ENGINEERING 
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COMPLETE STATE COVERAGE 
: AT MINIMUM COST 
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Ke n Arizona, everyone who reads, reads and relies on reach only those people who are already newspaper readers. 

we sean a = a a : — ie a i. wield The most expensive newspaper advertising in Arizona is 

— sgolesiace y cheng Mytaines om Eis Cheuguls low in cost—only $15.32 per line based on the common-denomin- 

on and actions of the state-minded people of this area. ator* rate. The Republic and Gazette at $2.99 per line costs only 

pre Because advertisements are an integral part of the news- one-fifth of that amount. And with its lowest line rate, the 
papers Arizonians buy for what they contain, newspaper adver- Republic and Gazette also leads all Arizona newspapers in cir- 

ae tising completely and effectively reaches the entire purchasing culation, service and advertising volume. 

as power of the state. The leader among Arizona newspapers gives the most at 

ee Newspaper advertising, too, continues to be the lowest in the lowest advertising cost, and the combined rates of all Ari- 

- cost because all other media with their factions of coverage zona newspapers make newspaper advertising by far the best 

St buy in Arizona. 


Here Are Common-Denominator’ Rates 
of All Arizona Daily Newspapers 


*The common-denominator rate used here for all newspapers, based on the national advertising rate of each 
as shown by Standard Rate and Data Service, is the price of advertising per line, per million circulation. 


Ms $2.99 


PHOENIX REPUBLIC AND GAZETTE 


a se 


TUCSON STAR AND CITIZEN 


cae 


PRESCOTT COURIER AND JOURNAL 


ee | 


YUMA SUN AND SENTINEL 
$11.82 


DOUGLAS DISPATCH 


$15.32 
$16.05 


BISBEE REVIEW 


NOGALES HERALD 
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Joins Barber-Greene 

John H. Dykstra, formerly with 
Mumm, Mullay & Nichols, Coium- 
bus, O., agency, has joined Bar- 
ber-Greene Company, Aurora, II1., 


manufacturer of asphalt and ma- 


terial handling equipment, as ad- 
vertising manager. He succeeds 
Blaine S. Britton, who has entered 
publicity and photographic work 
for himself in the building field. 


Bowers Joins Agency; 
Continues Account 


Everett L. Bowers, formerly 
president of Everett L. Bowers, 
Inc., Buffalo agency, has joined 
the staff of Baldwin & Strachan, 
Inc., Buffalo, as vice-president. 
The agency will be known as 
Baldwin, Bowers & Strachan. 

Mr. Bowers will continue to 
handle the account of Hunt Club 


dog food, product of Maritime 
Milling Company, Puffalo, which 
has been transferred to his new 
agency connection. A _ quarter- 
hour television show over WABD, 
New York, promoting the dog food, 
is planned for April 17. 


Breen Heads Publicity 


J. Robert Breen, for the past 31 
years with the news department 
of Fairchild Publications, has 
formed his own publicity and pro- 
motion agency, with temporary 
offices at Hotel Vanderbilt, New 
York, to specialize in the textile 
and clothing field. 


Reynolds Appointed 

Ray G. Reynolds, formerly man- 
ager of Advertising Service, Inc., 
has been appointed assistant ad- 
vertising manager of Continental 
Steel Corporation, Kokomo, Ind. 


Standard of Ind. 
in 1,/03 Papers; 
Begins Newscasts 


Chicago, April 3.—Standard Oil 
Company of Indiana this spring 
and summer will again make 
newspapers the backbone of its 
advertising, according to Wesley I. 
Nunn, advertising manager. 

Ads beginning tomorrow in 1,703 
papers with a combined circula- 
tion of about 15,000,000 in the 15 
midwest states served by Standard 
of Indiana for the most part will 
deal with spring change-over for 
automobiles and a continuation of 
car conservation and_ patriotic 


themes. Product advertising for 
gasoline and motor oil will be re- 
sumed to a limited extent. 

The newspapers include 1,204 
weeklies and 499 dailies. The 
campaign will include 33 news- 
papers ads, varying from 130 to 
1,000 lines, although all of the 
papers will not carry all of the 
ads. 

The first ad in the series will 
feature an illustration of a pedes- 
trian who won fame for his walk- 
ing feats, with copy pointing out 
that in contrast many persons 
walking today do not enjoy it and 
car owners in particular will not 
need to walk if they give their 
autos good care. The prewar 
theme of “2 to 1” preference for 
Standard Red Crown will be used, 
and Lichty cartoons will illustrate 
conservation ads. The 7th war 
loan, V-Mail and Merchant Ma- 
rine drives will be promoted. 


How many Aviation Buyers 
do you see in this picture? 
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VIATION BUYING is team buying. Not one, or two, but all 
four functions of the industry exert their purchasing 


influences. 


Manufacturing . . . Operation . . . Maintenance. . . and 


Distribution. 


For these four functions are closely related and inter- 
dependent. So closely, in fact, that it is almost impossible 
to say where one stops and the other starts. Operation and 
maintenance cannot function unless geared together effi- 
ciently. And their requirements are the requirements of 
manufacturing on the one hand—and distribution on the 


other. 


Throughout aviation marketing this pattern repeats itself. 
To ignore it is to do less than a complete selling job. To 
concentrate on maintenance alone is to overlook the reason- 
for-being of maintenance. To concentrate on the manufac- 
turing market alone is to forget that the manufacturer 
serves the other functions. It is equally dangerous to con- 
fine your sales effort to operations or to distribution. 
® That is the “why” of Aviation’s editorial policy main- 
tained consistently since 1916—the serving of all the in- 
dustry’s interlocking interests. Each month Aviation directs 
its editorial content to the needs of research, design, engineer- 
ing and production —to the related needs of operation execu- 
tives and maintenance engineers—and to the needs of the 


distributors and fixed base operators who are today laying 


the groundwork for an expanding 
We call it foundation coverage. 


torial coverage of an adequate audience. 
To you it means foundation market coverage. It means 


that each month your advertising 


42,000 paid subscribers who represent al/ the buying interests 


of aviation. 


AVIATION — AVIATION NEWS — AIR TRANSPORT 


McGraw-Hill Publishing Co., 330 West 


postwar plane market. 
It means adequate edi- 


is assured of reaching 


42d St., New York, N. Y. 
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As part of the new campaign 
Standard is also inaugurating g 
five-year radio program with the 
objective of “becoming the prin. 
cipal sponsor of news and sports 
broadcasting in its territory.” Such 
programs are already on the air jn 
Chicago, Denver, Detroit, Des 
Moines and Indianapolis. In ad. 
dition, the company will continue 
its farm radio broadcasts, now in 
the fifth year. 

Outdoor advertising, discon- 
tinued in 1942, will be resumed 
with 24-sheet posters in cities ang 
towns of 5,000 population or more, 
and, when driving restrictions are 
eased, in smaller towns and on 
highways. 

Point-of-sale advertising will in- 
clude fiber banners, curb signs, 
window stickers, and hand-out 
cards for service stations, as wel] 
as dealer displays for specialty 
products. Standard will adver- 
tise in 43 industrial, fleet and as- 
phalt publications, and in 30 na- 
tional and state farm and dairy 
papers. In addition, 27,100 cal- 
endars will be distributed to in- 
dustrial customers. 

McCann-Erickson, Inc., Chicago, 
is the agency. 


QUAKER STATE ADS 
REACH OVER 100,000,000 


Oil City, Pa., April 5.—Quaker 
State Oil Refining Corporation has 
prepared a large broadside folder 
containing 22 reproductions of ads, 
for use by its salesmen in promot- 
ing sales to dealers of Quaker State 
motor oil. 

The brochure points out that 
through August this year ads in 
general magazines, farm, trade and 
other publications will have a 
combined readership of more than 
100 million. 

Some of the ads to appear in 
Life, The Saturday Evening Post 
and other general and farm maga- 
zines will stress car conservation 
and prospects for postwar travel; 
those reaching oil dealers, truck 
owners and fleet operators will 
feature various Quaker State oils 
and its Superfine lubricant. 
Kenyon & Eckhardt, Inc., New 
York, is the agency. 


Emery Adds Accounts 


Emery Advertising Company, 
Baltimore, has added the accounts 
of the Black Mfg. Company, Balti- 
more, manufacturer of gas cutting, 
welding and spray gun apparatus; 
Retail Gasoline Dealers Associa- 
tion, Washington, D. C., and Cap- 
pel, MacDonald & Co., Dayton, 
creator of sales incentive plans. 


Let JOHN B OPDYCKE 
help you speak and 


) wcite clearly 


GET IT RIGHT! 


Desk manual, writ- 
er's guide and secre- 
tary’s handbook. ‘An 
unusually trust- 
worthy abridgment of 
what would ordinar- 
ily be seven or eight 
books."" — Christian 
Science Monitor ¥ 
692 es (indexed) 
sina $3.50 


TAKE A LETTER 
PLEASE! 


A cyclopedia of bust- 
ness and social cof- 
respondence. ‘‘Covers 
the entire subject of 
letterwriting with 
amazing exhaustive 
ness."—New York 
Times 489 pages 

(indexed) $2.75 


DON’T SAY IT 


A twenty-thousand- 
term lexicon in usage 
and pronunciation. 
“Alive and compre- 
hensive as it is prac- 
tical." — New Yor 
Times 850 pages 
(alphabetical) $3.75 


—Z 


SAY WHAT YOU 
MEAN 


English grammeat 
presented in the 
idiom and spirit_of 
modern times: “T 
last word on diction 
and grammer. . -* 
700-page searchlight 
t into error.” — Phila 
4 delphia Record 
(Indexed) $3.75 
P< 


FUNK & WAGNALLS CO., N. Y. 10 
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Advertising Age, April 9, 1945 


N. Y. Red Cross 
Gets More Support 
in 1945 Campaign 


New York, April 3.—Despite the 
paper shortage, advertisers and 
publishers contributed advertising 
space in the campaign of the Red 
Cross 1945 War Fund of Greater 
New York exceeding that of 1944 
by 70,000 lines, James M. Cecil, 
chairman of the committee on 
public information, reported this 
week. The total of 930,252 lines 
contributed is limited to advertisers 
and publications in this city and 
does not include similar Red Cross 
advertising in national publica- 
tions. 

Saying that this support was of 
enormous help in raising the city’s 
quota of $21,187,000, Mr. Cecil 
added that “it also is evidence of 
the high regard for Red Cross held 
by the owners and executives of 
our business institutions and pub- 
lications.” 

Citing a report made by Mrs. 
Henry Breckinridge, chairman of 
the campaign’s advertising space 
solicitation bureau, Mr. Cecil said 


——mI= 
FACTS 


to remember 
in selling the 
architect .... 


aa 


THE 
FACT 


Pencil Points deals in futures. It 
not only attracts the largest 
ARCHITECT audience but more 
of the younger men who are 
America’s future architects than 
the other two magazines com- 
bined. 


THE 
PROOF 


A.B.C. figures for June 30,1944 show: 


Architect P. P. 8,406 
Subscribers A. R. 7,879 
A. F. 8,033 

Designers & P. P. 3,402 
Draftsmen A.R. 1,115 
A. F. 1,811 

Total P. P. 15,016 
Professional A. R. 12,376 
A. F. 14,872 


These staff members and archi- 
tects’ associates are important to 
the advertiser, particularly in the 
larger offices. They look up prod- 
ucts, materials and methods in 
catalogs; interview manufactur- 
ers’ salesmen (ask about survey 
on this point); transpose product 
data into architectural specifica- 
tions. 


MORAL 
FOR YOU 


Cover the entire architectural pro- 
fessional field—use 


Pencil Points 


PROGRESSIVE ARCHITECTURE 
OO SS TT 


A REINHOLD 
PUBLICATION 
330 West 42nd Street 
New York 18, N.Y. } 


FREE! 
Write for | 
new book | 
10 FACTS” | 


— / 


that of the 930,252 lines donated, 
metropolitan English language 
dailies led with 477,412 lines. For- 
eign language publications contrib- 
uted approximately 256,480 lines, 
and magazines, business papers, 
and house publications gave ap- 
proximately 196,360 lines. 

Mrs. Breckinridge said that dur- 
ing March a total of 3,048 adver- 
tisements sponsored by 237 adver- 
tisers, devoted in part or wholly 
to support of the Red Cross cam- 
paign, appeared in the metropol- 
itan press. Business publications 
carried 463 ads devoted to the ap- 


peal, with 48 appearing on the 
front page, in many instances in 
from two to four colors. 

In addition to space contributed 
by publications, theater and other 
entertainment programs donated 
space to the drive, and about 
5,000,000 inserts bearing a Red 
Cross message were distributed 
with bills and monthly statements, 
in store packages and other con- 
tainers. 


Seeks to Join Mutual 


Southside Broadcasting Cor- 
poration, which begins operation 


of a radio station in Petersburg, 
Va., this month has applied for 
affiliation with the Mutual net- 
work. The station will operate 
on 250 watts, 1240 kilocycles on 
unlimited time. 


‘Tennessean’ to Issue 
Own Gravure Section 


Effective July 1, 1945, The Nash- 
ville Tennessean will discontinue 
distribution of Parade Magazine 
with its Sunday issues, and will 
publish its own color-gravure Sun- 
day magazine. Format of the sec- 
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tion will be 10% by 13% with an 
advertising page of five columns 
by 170 lines. Branham Company 
will represent the magazine in the 
national field. 


Tell ‘Alaska Facts’ 


Statistical information on Al- 
aska for those who may be con- 
sidering the territory as a future 
home, is presented in a booklet, 
“Alaska Facts,” published by Al- 
aska Weekly and a _ group of 
Alaska business men. Copies may 
be had at $1 from the Alaska 
Weekly, Fifth at Lenora, Seattle. 


is ¥ 


South! 


AF 


During February, 1945, 49 of the nation’s 200 high-spot cities leading in retail sales 
were in today’s New South! And 35 of these 49 cities were preferred cities of the 
month. December, 1944, chain store sales in the South increased-15% over December 
of the preceding year — as compared to a 9.6% increase over the nation. This alive, 
awakened new South has 22 of the nation’s 28 metropolitan areas that have grown 
most rapidly and have the best prospects of retaining their wartime growths. For 


greater advertising results, now and post, »r, your high spot market is the hot spot 


Holland’s HITS THE HIGH SPOT SOUTH 


Every high spot city of the South is covered by Holland’s. With 97% _of its circula- 
tion in 15 Southern states, Holland’s goes to families above average in buying power 
and standards of living — families who own their homes — families whose purchases 
have helped push retail sales ahead in the South. For on the spot coverage of the 


hot spot market, choose Holland's, the magazine of today’s New South! 


Holland’s 


THE MAGAZINE OF THE NEW SOUTH 


52 VANDERBILT AVENUE, NEW YORK...75 EAST 
WACKER DRIVE, CHICAGO... 205 GLOBE DEMO- 
CRAT BUILDING, ST. LOUIS... West Coost Represen- 
tative: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN 
FRANCISCO... GARFIELD BUILDING, LOS ANGELES 


DALLAS, TEXAS 
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Postwar Is ‘Unfinished 
Business’ to Penney 

In a report to stockholders, E. C. 
Sams, president of the J. C. Pen- 
ney Company, New York, disclosed 
the company’s net earnings in 1944 
totaled $17,159,357. Total sales 
for the year were $535,362,894, an 
increase of 9.29% over 1943. 

The Penney Company, he said, 
is looking forward to the future 
in terms of “unfinished business” 
rather than of “postwar planning.” 
He said the nature of the business 
precludes a drastic reconversion 
period, and asserted that the fun- 
damental principles and policies 
which have guided its wholly re- 
tail operations since its beginning 
in 1902 would be continued. 

Mr. Sams said, “Its market in- 


| general 


cludes the great bulk of American 


families—those who, regardless of 
conditions, want good 
quality and substantial value at a 
saving. The stores are junior de- 
partment stores, varied in size, but 
primarily supplying the things 
people wear and house furnishings. 
Within these general classifica- 
tions, experience has shown that 
there is room for the unlimited 
expansion of existing lines of 
merchandise and for the addition 
of supplemental lines of merchan- 
dise, adapted to selling in the 
Penney type of store and in the 


Penney way.” 
~ a a 


Postwar plans of the country’s 
largest merchandising organiza- 
tion, according to Arthur S. Bar- 
rows, president of Sears, Roebuck 
& Co., include a conservative ex- 
pansion in stores operated and the 


Glass and metal are the mate- 
rials chosen by those who would 
have new store fronts. Fluores- 
cent lighting was preferred by 
40.4% who plan new lighting sys- 
tems. Indirect lighting was the 
next most popular choice, -with 
11.4% of the votes. 

Visible rather than concealed 
stocks were preferred by the ma- 
jority of retailers, especially in 
men’s stores. The operation of 
women’s stores, however, was in- 
fluenced by the feminine prefer- 
ence for the salon atmosphere. 
Actual merchandising experience 
was given by most retailers as the 
pearance and redecoration indi-|basis for their decisions on this 
cated that 79.4% of store owners| feature of store design. 
and managers are planning im- <2 = 
provements to meet postwar com- The “Iron Fireman Magazine,” 
petition. Cleveland, O., published on behalf 

Interior redecoration was em-jof Iron Fireman stokers, in its 
phasized, with more than half the} March issue asks dealers to send 
retailers planning to remodel] or|in information on what they have 
install new furniture and equip-| already done or are planning to do 
ment, and many favorably con-|in preparation for postwar busi- 
sidering air conditioning, new] ness. 
carpeting, illuminated displays and In a feature article, the maga- 
new store lighting. zine outlines the plans of some 


accelerated opening of between 
50 and 60 order offices whose sites 
are already selected. No drastic 
changes will be made in the types 
of merchandise to be offered in 
comparison to postwar lines. Sears’ 
net income for 1944 was $34,176,- 
111, compared with $33,866,087 in 
1943. 


* * a 


Modernization of the majority 
of America’s shoe stores after 
present restrictions are lifted, is 
apparent from a survey of shoe re- 
tailers just completed by Boot & 
Shoe Recorder. Responses to a re- 
cent questionnaire on store ap- 


margin . 


What does a man work for? |. A pay envelope, a living... 


More than most men the farmer finds his objectives feasible . 


future, family, security, independence, the satisfaction of accomplishment? . . . 


. Good land, 


well cared for, is everlasting capital. Science, new skills and knowledge add 
productivity. Machinery lessens toil, brings leisure. Good roads and rural power 
lines have ended isolation, brought schools, stores, cities and company closer . . . 
His market never wholly fails. Parity prices and diversification protect his 
income. Milk and eggs provide current cash. The seasons replenish his pantry 
more than the corner store. Taxes take less. Living costs are lower, leave more 

. . He experiences the profit of his effort, knows his heirs will not 
go homeless or empty handed . . . And five good years have increased his 


capital, cut his debts, upped his savings, padded his want list. 


Best prospect in the world today, he is too 
important a part of the national market to neglect! 
And SuccessFuL FARMING, with more than 1,150,000 
selected farm families . . . segregated in the Heart 
States, New York and Pennsylvania, first in farm 
investment, development, income and purchasing 
power ...is his preferred medium for his business 


and should be yours! ... Find out how much the first 


farm market and SF have to offer your business future! 


a 
= 8 8=8=Successrut Farminc, Des Moines, New York, Chicago, 


Atlanta, San Francisco, Los Angeles. . . 


Advertising Age, April 9, 1945 


dealers toward this end. The 
foresight of others who have 
purchased sites for new additions 
to their plants, arranged for ex. 
tra personnel, found better loca. 
tions, is expected to encourage 
those now in a dilemma. 
a” x * 

A goal after victory of half a 
billion dollars in annual tourist 
income was recently set by the All. 
Year Club of Southern California 
as the means of providing jobs for 
the thousands in California who 
will pour out of war plants and 
the armed forces. 

Reese Taylor, president of the 
Union Oil Company and a director 
of the All-Year Club, emphasized 
the necessity of California’s regain. 
ing the income from the tourist 
business which it had before the 
war, declaring, ‘‘We shall have to 
attract more than 1,000,000 persons 
a year. This is because two out of 
three tourists in 1941 were found 
to be making their first visit. The 
same survey shows that the aver- 
age ‘repeat tourist’ returns only 
once in more than seven years, 
Tourists “are inclined to go where 
the smartest selling job is done,” 
he warned. 

“This means we have a real job 
cut out for us. We must plan to 
insure that southern California is 
not forgotten by potential visitors 
before we can actively get back 
into the area promotion effort.” 


* * * 


The design of homes should fit 
the needs of the family, a recent 
article in Parents’ Magazine 
points out. It says that surveys 
currently made by diversified in- 
terests in the home building field 
indicate that families with chil- 
dren—‘“and it is the presence of 
children in the family that moti- 
vates home buying or building’— 
are more concerned with a home 
that fits the families’ way of liv- 
ing than they are with a house of 
traditional design. 

These families want, the article 
asserts, houses that will provide 
the proper environment, where 
their children can pursue the in- 
terests and activities that enable 
youngsters to grow to be normal, 
healthy adults. They want the 
house “to fit the family’s way of 
living” rather than to fit the fam- 
ily life into the design of the 
house. 


Tek Back in Magazines 

Johnson & Johnson, New Bruns- 
wick, N. J., is re-entering maga- 
zines with its first consumer copy 
plugging Tek toothbrushes in that 
medium in four years. The com- 
pany, however, has used other 
media to promote Tek during that 
period, contrary to a previous re- 
port in ADVERTISNG AGE. Ferry- 
Hanly Company, New York, is the 
agency. 


Quaid Appointed 

Robert E. Quaid, previously on 
the advertising staff of the Phila- 
delphia Company, has been ap- 
pointed advertising manager of 
Gardner Displays, Pittsburgh. 
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MAUW 14120 meets the Cascades 


on Sowthern Pacttes Shas’e Route ‘ cesrwanen tore 


USES COLOR—Southern Pacific Co.'s 
new campaign in national magazines 
is making use of full color for the first 
time in four years. Foote, Cone & 
Belding, San Francisco, is the agency. 


War Trains Must 
Keep On, Southern 
Pacific Ads Say 


San Francisco, April 4.—Adopt- 
ing a theme based on the belief 
that war with Japan will continue 
regardless of what happens in Eu- 
rope, Southern Pacific Company 
has released a new magazine cam- 
paign emphasizing its strategic 
West Coast role. 

Employing full color for the first 
time in four years, the railroad 
has scheduled color copy in Ameri- 
can Magazine, Collier’s and The 
Saturday Evening Post, and black 
and white ads in Life, Newsweek, 
Time and several other magazines. 


Serves More Military 


Southern Pacific trains serve the 
main West Coast ports of embark- 
ation from San Diego to Portland 
“and more military and naval es- 
tablishments than any other rail- 
road,” so the road feels a duty to 
remind the nation that the war 


WOULD YOU BUY A HALF- 
COVERED UMBRELLA ? 


U Vv 

».. Obviously not! 
if you’re using ALL four met- 
topolitan afternoon dailies to 
cover the Bronx market, that’s 
just what you're doing. COM- 
BINED, these papers have a 


But, even 


Bronx circulation of only 
192,530*. Assuming each copy 
is brought home—reaching four 
members of the family—they 
would have a total readership 
of only 770,120—little more than 
half the population of 1,394,711 
—hardly sufficient to cover the 
tremendous Bronx market. 

To cover the Bronx, YOU MUST USE 
THE BRONX HOME NEWS—101.825 


daily’; 105.586 Sunday’. 


* Established by projection of N. Y.C. 
afternoon paper circulation, based 
on pattern or morning paper cir- 
culation. Includes papers brought in 
Irom other boroughs. 


+ ABC. Pub. State., Sept. 30, 1944. 


BRONX HOME NEWS 


Bronx 55, New York 


won’t be over when Germany is 
crushed, Its new series also is in- 
tended to show the SP is operat- 
ing a vast number of war trains 
and has no space now for non- 
essential travelers, but that its 
“Four Scenic Routes to California” 
will still be available to postwar 
tourists when the war is over. 


Drawings by Ludekens 


Opening ad in the campaign is 
headlined “Main 14120 meets the 
Cascades on Southern Pacific’s 
Shasta Route—destination Tokyo,” 


and tells the story of a typical 


troop train moving from Portland, 
Ore., to San Francisco over the 
Cascade mountains. Subsequent 
ads will tell of military trains 
operating over the other three SP 
transcontinental routes. Illustra- 
tions in the series are by Fred 
Ludekens, famed depictor of west- 
ern scenes. 

The campaign was prepared 
under direction of Fred Q. Tred- 
way, SP’s general advertising man- 
ager. Foote, Cone & Belding, San 
Francisco, is the agency, with Wil- 
liam E. Haberman, account execu~ 
tive in charge. 


Reid to APRA 


Thomas R. Reid, director of per- 
sonnel and public relations of Mc- 
Cormick & Co., Baltimore, has 
been appointed to the national ad- 
visory committee of the American 
Public Relations Association, 
Washington, D. C. 


Talbott Joins Ayer 

Stanley Talbott, formerly assist- 
ant to the president of Petri Wine 
Company, San Francisco, directing 
advertising and merchandising, has 
joined the San Francisco office of 


23 


N. W. Ayer & Son. He was pre- 
viously advertising manager of 
Pabst Sales Company, and in the 
new business department of Foote, 
Cone & Belding. 


SIMPSON-REILLY, LTD 
* Publishers Representatives 


SINCE 1928 


nai age 


Whether they’re soldiers or sailors, marines or coast guardsmen... 
or WACs or WAVES or SPARs...G.L.’s are still people. However war may have 


altered their way of life, their hunger for news of people and places they know, news 


from the town they call home, is as irresistible as ever. e That’s why, when mail 
call blows in camp, there’s no package more welcome than the hometown newspaper. 
That’s why you see G.I.’s thronging every big-city newsstand where out-of-town 
papers are sold. e That's why, around the world, American soldiers and sailors 
are poring over newspapers, even when they’re weeks old, hungrily devouring the news 
from home...often treasuring yellowed, tattered clippings from the hometown paper 
among their most prized possessions. Next to a letter from someone he cares about, a 
G.I. will take the hometown paper... and love it. @ It all adds up to the fact that, in the 
service or out of it, the hunger for local news which only the newspaper can satisfy is so 
ingrained and deep-rooted that even the vast dislocations of war serve only to make 
= it stronger. @ That’s a fact to remember as you plan your advertising, whether 


you're looking for results now...or when the G.I.’s come marching home. 


This advertisement, prepared by the Bureau ef Advertising, A.N.P.A., is published by The Cincinnati Enquirer in the interest of all newspapers 
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Helderle Promoted 


Frank Helderle, special repre- 
sentative on the West Coast for 
Stewart- Warner Corporation’s 
heater division for the past three 
years, has been appointed western 
territorial manager for the com- 
pany’s radio division, with head- 
quarters at San Francisco. 


Joins Mace Agency 

Bernard J. Oos, for the past sev- 
eral years vice-president in charge 
of advertising and purchasing of 
Bussey Pen Products Company, 
Chicago, maker of poultry equip- 
ment, has joined Mace Advertis- 
ing Agency, Peoria, Ill., as account 
executive. 


For 16 Years— 


County Agents, Vo-Ag Teachers and 
Extension Specialists have read Better 
Farming Methods for the same rea- 


KFI Head Denies 
Charges of Ban 
on Free Speech 


Los Angeles, April 3.—Denying 
that the removal of six sponsored 
newscasts from its program sched- 
ule is a restriction on free speech, 
Station KFI in replying to a pro- 
test by California Congressmen, 
the CIO, AFofL and other groups, 
this week upheld its “definite re- 
sponsibility and duty to the pub- 
lic.” It quoted a Supreme Court 
decision which holds that a station 
is obliged to reserve to itself “the 
final decision as to what programs 
will best serve the public interest.” 

In a statement placed in the 
Congressional Record, Rep. Ellis E. 
Patterson had charged that KFI or- 
dered the newcasts off the air 
March 1 “in a sudden, deliberate 


son you are now reading Advertising 
Age —It's their business magazine. 


BETTER FARMING METHODS 


MOUNT MORRIS, ILLINOIS 


’ =~ * 


(Watt Publishing Co.) 


and arbitrary denial of broad- 
casting facilities to commentators 
whose views do not coincide with 
those of the station’s owners.” 

To this, W. B. Ryan, general 
manager of KFI, replied that the 
station believes “the person with 
the most funds may control public 


opinion over the air.” For that 
reason, he said, KFI decided con- 
troversial issues should not be 
aired in sponsored programs. 

KFI will continue to carry com- 
mentators of the National Broad- 
casting Company, and will handle 
all controversial discussions on 
round table forums, Mr. Ryan de- 
clared. 


Admen to Judge Cows 


Hoard’s Dairyman, Ft. Atkinson, 
Wis., is seeking the best judge of 
cows among admen over the coun- 
try in its 15th annual Cow Judg- 
ing Contest for Admen, winners of 
which will receive 19-pound Wis- 
consin Longhorn cheeses. Con- 
testants will judge tne best from 
each of five classes of cows on the 
basis of appearance. Entry blanks 
may be obtained from the pub- 
lication and the contest closes 
April 20. 


To Munitions Post 

A. H. Newman, formerly adver- 
tising manager of Tip Top Tailors 
Ltd., Toronto, has been appointed 
director general of the publicity 
branch, Department of Munitions 
and Supply, Ottawa. 


—_ } 
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1% Billions To Be Spent on Restaurant 
Renewal, Replacement and 
Redecoration After War’ 


A vast restaurant industry is by no means 
sleeping today. 


On the contrary, it is sitting up nights—trying to 
handle its enormous wartime business, and contend 
with the critical shortages of the goods and services 
it needs, in order to keep going. 


All these restaurants need literally everything. Not 
only food—but the equipment necessary to cook and 
serve it, tosomething like 35 million customers per day. 


That’s why this market is a “sleeper.”” That’s why it 
will be a rich market for manufacturers, as soon as 
restrictions are lifted. 


Mr. Sherman J. Sexton, who ought to know, says 
this: “Wartime restrictions on critical materials, 
food rationing, and the manpower shortage, have 
combined to prevent any appreciable increase in the 
number of restaurants in the United States since 
Pearl Harbor...Indications are that somewhere be- 
tween 15,000 and 25,000 new restaurants will be 
established within the five-year period immediately 
following the end of the war.” 


Mr. Sexton also substantiates what we, who publish 
Restaurant Management, have been saying pe pe neg 
He declares that equipment for these new restau- 
rants, and renovation of the thousands of restaurants 
which will replace, renew, and remodel as soon as 
restrictions permit, has already built restaurant 
sales opportunities for manufacturers into an im- 
portant major market. 


* * *” * * 


The editors of Restaurant Management have been 
emphasizing this rich equipment and replacement 
market. And as a result, the restaurant industry is 
doing its own postwar planning. It is time to start 
advertising to this huge market now. 


*Mr. Sexton is President of John Sexton & Co., estab- 
lished 1888. He has been largely responsible for its growth 
from a local Chicago business to one which today oper- 
ates on a national basis, with offices and warehouses in 
Chicago, Brooklyn, Dallas, Atlanta and Pittsburgh, serv- 
ing the daily food requirements of thousands of restau- 
rants, as well as hotels, hospitals, clubs, and other mass 
consumer eating outlets, 


AHRENS PUBLICATIONS 


RESTAURANT MANAGEMENT 


HOTEL MANAGEMENT ° HOTEL WORLD -REVIEW 


71 Vanderbilt Avenue, New York 17, N. Y. 
333 N. Michigan Avenue, Chicago 1, Ill. 


Representatives: Blanchard-Nichols Osborn, 805 C & S National 
Bank Bidg., Atlanta 3, Ga. ; Blanchard-Nichols, Russ Building, 
Suite 2020, San Francisco 4, Calif. ; Blanchard-Nichols, 448 South 
Hill St., Los Angeles 13, Calif. 


**Source: U. S. Chamber of Commerce Survey 


WAKE UP 10 
THIS SLEEPING MARKET” 


Says Mr. Sherman J. Sexton, President, 


“,..between 15,000 and 25,000 new restaurants will 
be established within five years after the war.” 

—Sherman J. Sexton, President, National 

Institutional Food Suppliers’ Association 


Restaurant Management 
is an outstanding busi- 
ness publication. It is a 
member of the Associ- 
ated Business Papers 
and its A. B. C. circula- 
tion is the largest of any 
restaurant publication. 


National Institutional Food Suppliers’ Assn. 
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WLW Adds to Bans 
on News Format 


Cincinnati, April 3.—To give its 
listeners a complete news roundy 
in the opening phase of a newscast, 
Station WLW will limit opening 
commercial announcements to 3) 
seconds for product and sponsor 
identification only, Robert RE 
Dunville, general manager of the 
station and vice-president of the 
Crosley Corporation, announced 
yesterday. 

The news program will be ip 
two categories, Mr. Dunville said, 
the first section consisting of com- 
plete coverage of the _ principa) 
news of the day. “After this has 
been covered completely,” he said, 
“the commercial, limited to 99 
seconds, will be given, followed 
by the second news category which 
shall include the remainder of the 
news, such as feature items and 
international, national or local 
news. This will be followed bythe 
closing commercial.” 

He said the words “flash,” “bul- 
letin,’”’ and such phrases as “Here's 
some good news,” will continue to 
be prohibited. 

Last fall (AA, Oct. 2), WLW “in 
the interests of good programming” 
put into effect its policy of barring 
at its discretion commercials from 
certain spots adjacent to regular 
programs, and announced it would 
no longer guarantee acceptance of 
an announcement in a time period 
on a continuing basis, if it felt 
such a commercial were not “good 
programming” in its current posi- 
tion. 


McQueen, Poor Named 


General Tire Directors 

L. A. McQueen, vice-president 
in charge of sales, and S. S. Poor, 
vice-president in charge of retail 
merchandising of General Tire & 


L. A. McQueen 


S. S. Poor 


Rubber Company, Akron, 
been elected directors. 

Mr. McQueen joined General 
Tire in 1929 and has served as 
trade sales manager and _ sales 
manager. Mr. Poor has been with 
the company since 1919 and has 
been New York district manager 
and general sales manager. 


have 


Lever Promotes 

Lever Bros. Ltd., Toronto, has 
appointed D. W. Beach as market- 
ing director in charge of sales and 
advertising. Others named are: 
Howe Martyn, advertising man- 
ager, and E. W. Carpenter, gen- 
eral sales manager for Canada. 


NOW FULLTIME 
~ig DAY «xo NIGHT 


cOLUM BU S$ 


* 

NOW DOUBLE POWER 
NEW WAVE LENGTH 610 KC. 
CENTRAL OHIO’'S 
ONLY MUTUAL STATION 


* 
The News Voice of Ohio 


NATIONAL REPRESENTATIVE 
RADIO ADVERTISING CO. 
521 Sth Ave., New York City 
333 N. Michigan Ave., Chicago, !!I. 
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Advertising Age, April 9, 1945 


Big Opportunities 
Ahead for Media, 
Ad Forum Told 


Buffalo, N. Y., April 3—A year 
crowded with advertising oppor- 
tunities, regardless of whether the 
war ends in 1945, and a postwar 
“golden age” which will draw 
heavily upon advertising media to 
introduce hundreds of new items 
were foreseen at the recent meet- 
ing of Buffalo’s Adcraft Forum. 

Nine speakers representing va- 
rious fields addressed the meeting 
under auspices of the Greater. Buf- 
falo Advertising Club. They pre- 
dicted speedy reconversion to some 
peacetime goods after V-E Day, 
and a quick public response to 
intelligent, imaginative advertising. 

William M. Baldwin, president 
of Baldwin, Bowers & Strachan, 
Buffalo agency, predicted that 
“manufacturers are going to lean 
more heavily on advertising than 
ever before.” He emphasized the 
importance of developing adver- 
tising, research and trained sales 
forces of the future. 

Declaring that “industry as well 
as advertising needs our imagina- 
tion,’ Herbert Spencer, advertising 
manager of Durez Plastics & 
Chemicals, Inc., saw advertising 
opportunities in new homes and 
appliances, kitchen units, air con- 


ditioning, water-shedding fabrics 
and even trousers that “stay 
pressed.” 


More Radio Listeners 


If advertisers keep in mind that 
“readers and radio listeners are 
more intelligent and critical than 
20 years ago and will continue on 
the road to greater intelligence,” 
they can keep their profession at a 
high level, said C. Robert Thomp- 
son, station director of WBEN. He 
said there were 240,000 more 
radio-listening families Jan. 1 than 
a year ago, despite the shortage of 
radio sets. 

“The thing the advertising man 
has to do now is to sell his store 
as an institution,” so it will gain 
greater acceptance, commented 
Robert S. Cornelius, advertising 
manager of Sattler’s department 
store. 

After victory, advertising will 
“occupy a much more important 
place in your planning than it ever 
did before—that is, if your store 
or business is going places,” said 
Louis A. Perrone, advertising rep- 
resentative of the Buffalo Evening 
News. 

Looking at advertising from the 
standpoint of trade publications, 
Maynard L. Durham, advertising 
representative of the W. R. C. 
Smith Publishing Company, de- 
clared that “irrespective of when 
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GROWING 
NEWSPAPER 
in CONNECTICUT 
PUT. YOUR’ ‘ADVERTISING 


DOLLARS ON THE 
ACKNOWLEDGED LEADER 


Investigate the Herald’s low milline 
. less than $2.00 


BRIDGEPORT 
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HERALD 


THE FASTEST | 


BRIDGEPORT, CONN. 


V-E Day comes during the year 
ahead, I do not believe that you 
will see much change in the busi- 
ness papers as we know them to- 
day.” Improved printing inks and 
more streamlined presses are in 
store for the future, he said. 
Commenting on the paper short- 
age, William D. Roesser, vice-pres- 
ident, J. W. Clement Company, 
said: “Whether the war is over 
tomorrow or months from now, the 
paper situation will be acute for 
some time.” 

Some relief between the Euro- 


pean and Japanese phases of the 
war was seen for outdoor adver- 
tising by John A. Kress, general 
manager, Whitmer & Ferris Com- 
pany, who said government restric- 
tions on some types of new boards 
—— curtailed expansion in this 
field. 


WJLD Joins Mutual 


WJLD, Bessemer, Ala., on April 
22 will join Mutual Broadcasting 
System to make a total of 255 af- 
filiates. The station operates on 
250 watts, 1400 kc. 


Two Join Fuller & Smith 


Frank C. Peterson and John M. 
Keavey, formerly with the copy 
department of Marschalk & Pratt, 
have joined the copy staff of Ful- 
ler & Smith & Ross, New York. 


Name Times Appliance 


Times Appliance Company, New 
York, which introduced the orig- 
inal Westinghouse home radio re- 
ceiver in the New York metropol- 
itan market nearly 24 years ago, 
has been named exclusive distrib- 
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utor in the same territory for the 
postwar line of radio and television 
receivers and radio tubes manufac- 


tured by Westinghouse Home 
Radio division, Sunbury, Pa. 
SIGNS OF LONG LIFE” 


THE ARTKRAFI* SIGN CO. 
lima, Ohio, U.S.A. - 


The Werl@s tovgest Menviectvrers of 
All Types of Signs 
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CONSOLIDATED WATER POWER & PAPER COMPANY 


Four Modern Mills... All in Wisconsin 


MAIN OFFICES 


‘Sn WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES 
135 $0. LA SALLE ST. 


—_-—.~ 


CHICAGO: 


No longer do heavy clouds which completely obscure 
y the target prevent precision bombing by our giant 
planes two miles up in the air. Today the all- seeing 
eye of Radar penetrates the densest fogs, clouds and 
smoke-screens and... by synchronizing its findings with 
uncannily accurate sighting devices .. . makes effective bomb- 
ing possible regardless of weather. 
Again America finds a better way to do a necessary job; and this 


ability, combined with our facilities for producing overwhelming quantities 
of war materials, is speeding final victory. 


CONSOLIDATED Céaded/ PAPERS 
AT UNCOATED PAPER PRICES 


Paper is a vital war material!! Tremendous quantities must be 


available for packing and protecting supplies. Thousands of tons 
are needed for keeping records, for writing orders, for maps and 
detailed instructions. Highly important is the use of paper for keep- 
ing us informed and helping build morale. 


America’s great national magazines with timely articles and stories 
... vividly illustrated with countless battlefront photographs, reproduced 
on coated paper... inspire us all to give our utmost. Trade and tech- 
nical journals, printed on coated paper, graphically illustrate and teach 
us new short-cuts which help speed production. 


So Consolidated’s pioneering achievement of 1935, which materially 
reduced the cost of coated paper by speeding its production, becomes 
of added importance today. 


Consolidated Coated is manufactured with a saving of man-hours and 
machine-power as well as critical materials. Hence the paper provided 
by Consolidated for today’s needs is produced with a minimum use of 
time, labor and materials which are also critically 
needed for other war materials. 
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ncn Offers Drag in; 
All Have Zone Numbers 


19.4°%, of Companies 
Use Ist-Class Mail, 
AA Study Shows 


Chicago, April 4. — Although 
opinion was divided over the use 
of ist, 3rd and 4th class postage; 
permit, meter and stamps; and 
type of addressing, advertisers in- 
cluded in ADVERTISING AGE’s study 
of coupon returns agreed on one 


point—putting the individual’s 
post office zone number on the 
envelope. 


This in indicated in an analysis 
of mailing methods employed by 
71 firms, whose advertisements in 
the February issues of Better 
Homes & Gardens and Woman’s 
Day were selected to determine 
how quickly inquiries are an- 
swered. The ads called for a 


postcard, letter or coupon. All 71 
requests, which were mailed from 
Chicago Feb. 6, bore an individ- 
ual’s name, street address and 
postal zone number. By March 22, 
59 replies, or 83% of the total, 
had reached the “prospect” (AA, 
March 26). Six more have since 
come in. 

In a few cases, ihe prospect’s 
name was incerrectly spelled on 
the envelopes and packages, but 
only one of all the typewritten, 
hand addressed on mail plate ad- 
dresses failed to carry the proper 
zone number. 


Majority Uses 3rd Class 
First-class mail was employed 
in 19.4% of the cases by advertis- 


ers in responding to the coupon 
requests or following up; 79.1% 


used third-class mail, and 1.5% 
fourth class. The percentage 
using first-class mail is fairly 


large, indicating that some adver- 
tisers may feel that war-enforced 
post office delivery delays may be 
robbing’ third-class matter of 
some of its effectiveness. By 
switching from the 1 or 1% cent 
rate to 3 cents, they may speed 
up mail to the prospect. 

Among those who used first 
class mail were Hygienic Products 
Company, Canton, O., manufac- 
turer of Sani-Flush and Melo, 
whose personalized letter, page- 
long technical report on the effect 
of Sani-Flush on septic tanks, 
and booklet arrived here Feb. 8, 
only two days after all the re- 
quests went out; a personalized 
letter and folder from J. W. Mor- 
tell Company, Kankakee, IIl., de- 
scribing Mortite utility tape, 
which also arrived Feb. 8; and a 
personalized letter, booklet and 
“keyed” reply letter from Phoenix 
Mutual Life Insurance Company, 
Hartford, Conn., which reached 
the prospect Feb. 10. 

On the same day, completing 
the first week’s replies, the third- 
class envelopes arrived. One ad- 
vertiser, a stoker manufacturer, 
included with his four-color book- 
let a personalized letter explain- 


ing that he expects to be in pro- 
duction soon on domestic models 
and that the inquiry is being re- 
ferred to the proper distributor. 


Type Fails to Match 


Some firms tried letter personal- 
izing by using pica type for name, 
address and salutation, but used 
elite type for the body of the 
letter—an imperfect match. The 
post office permits hand or type- 
writer fill-ins of name, address 
and salutation, as well as signa- 
ture, on third-class letters, but 
warns that the body of the letter 
should not be touched with hand- 
writing or typewriting. 

Permit envelopes comprise 
45.3% of the third-class mail re- 
ceived, while 39.6% are metered 
and 15.1% carry stamps. At one 
time, the majority of advertisers 
used stamps but, the study indi- 
cates, permit and meter mail have 
taken over 85% of the volume. 
While the permit classification 
may seem high, companies using 
this method may be attempting to 
save some manpower by eliminat- 
ing the work involved in metering 
or stamping. 

Exactly 76% of the third-class 
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innesota 
WANTED: New Furniture ! 


MINNESOTA POLL * finds 300,000 of state's 735,000 families planning purchase 


of new home furnishings after the war. 


(Many families want several types of furniture.) 


. a 


WHAT FURNITURE DO YOU PLAN TO BUY? 
LIVING ROOM FURNITURE—wanted by 145,600 families 
DINING ROOM FURNITURE—wanted by 82,900 families 
BEDROOM FURNITURE—wanted by 82,800 families 
RUGS AND CARPETS—wanted by 97,800 families 
DRAPERIES AND CURTAINS—wanted by 70,100 families [ 
LINOLEUM—wanted by 58,200 families 

© MATTRESSES—wanted by 45,300 families 
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WHERE DO YOU PLAN TO BUY IT? 


From local or nearby dealer 85% 78% 65% 


City Town Farm 
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HENRY FIELD 


SEED & NURSERY Co. 
"Midwest's Leading 
Seedhouse” 
SHENANDOAH — IOWA 


POSTMASTER: IF NOT DELIVERED 
DAYS, CHECK REASON IN SPACES BELOW. » 


NOT USE HAND STA S. 
CteaNrtt STAMP. RETURN POSTAGE 


Moved—Left No Add eased 
(J Unclaimed or jim A — 
0 No Such Postoffice in State Named 
B ja "4 Duoticeted, Same as 
al icat Addr: 
of the Howehold oh’ hen '° © Member 
(Name of Head of Household) 


iF CHANGE OF ADDRESS ON FILE, not 
Dostage for which is guaranteed. one 


ASSURING RETURN—This "long 
form" notice to postmasters, used by 
an lowa seed company, was printed 
on only 5% of the envelopes in AA's 
study of current mailing methods. 


metered mail was sent out at the 
1% cent rate, as against 24% for 
the 1 cent rate—the latter requir- 
ing, under Post Office rules, a 
minimum of 200 pieces or 20 
pounds of separately addressed, 
identical pieces. Where stamps are 
used, the percentages are almost 
identical, 75% at the 1% cent rate 
and 25% at the 1 cent rate, 
Greater use of the higher rate 
suggests that some firms may be 
mailing fewer booklets, letters, 
etc., or that they are anxious to 
save mail room time by not sort- 
ing and tying their mail. 

Among those using first-class 
mail, 69.2% favor metered mail as 
against 30.8% using actual stamps, 
Although stamps at one time were 
used exclusively, meters have 
taken over the bulk of this volume 
—providing another reason for 
third-class mailers to employ me- 
ters and imitate the appearance of 
the majority of first-class mail. 


Most Addresses Typed 


That the armed forces haven't 
taken over all the typewriters is 
shown by the percentages of typed 
addresses, 70.6%, as against 25% 
for hand written addresses and 
4.4% employing mailing plates. 
Apparently, machinery is_ not 
available for more extensive use 
of mailing plates. Addressing by 
typewriter costs the advertiser be- 
tween $6 and $10 per thousand in 
many letter shops providing this 
service. Hand addressing has al- 
ways been considered cheaper and 
an even lower cost is achieved 
where three or more followup 
mailings are planned and mailing 
plates prepared. The latter may 
go into prospect files or be rented 
to other users. 

Addresses were placed directly 
on the outside envelope in 59.7% 
of the cases, on labels in 37.3%. 
Window envelopes were favored 
by 3% of the companies. 

War conditions, incidentally, 
are bothering the “mass mailers.” 
When V-E Day arrives, the com- 
pany with a large sales effort al- 
ready in the mails cannot expect 
to get the same attention—and 
sales—that could be expected at a 
more “normal” time. 

All first-class mail received 
was imprinted in red, which is 
said to be the most effective color 
for meter mail. The same color 
appeared on 66.7% of all third- 
class metered mail, with purple 
accounting for 23.8% and _ blue 


9.5%. On metered mail, 64% used 
no advertising, while 36% used 
a “slug” of some sort. Of these 


slugs, only 22.2% were commer- 
cial in nature while the remaining 
77.8% were devoted to some pa- 
triotic wartime theme. 

The majority—53%—of all let- 
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ters, envelopes and sample pack- 
ages carried a corner card (com- 
pany name, address, etc.) and ad- 
vertising matter, such as “Fully 
Automatic Winkler Stokers” and 
“Here’s Your Copy of ‘Decorating 
Your Home with Glass’” (Pitts- 
purgh Plate). Corner cards only 
were preferred by 43.9%, while 
only 3.1%, including hand-ad- 
dressed first-class mail, omitted 
poth corner card and advertising. 
Art work appeared on 53% of the 
envelopes. 

While 56.4% of the mailings 
carried a “Return Postage Guaran- 
teed” notification, 25.8% omitted 
this notice altogether. Only 12.9% 
employ the “short form” notice to 
the postmaster to use Form 3547 
in notifying the sender if ad- 
dressee has moved, guarantee- 
ing to furnish promptly the post- 
age needed to forward the mail, 
or for its return if it cannot be 
forwarded. 

In only 4.9% of the cases is the 
“long form” employed, asking the 
postmaster to check the reason 
why delivery cannot be made, in 
spaces printed in the notice. These 
include ‘‘“Moved—left no address,” 
“Returned at sender’s request,” 
“No such post office in state 
named,” ‘Deceased,’ ‘“‘Refused,” 
“Unclaimed or unknown,” and, if 
the material is a catalog, whether 
it is a duplicate. 


Four More Answer 


Among 12 of the 71 advertisers 
who had failed to put in a mail 
appearance up until late in March 
answers have now been received 
from these four—Corn Products 
Sales Company and Alexander 
Smith & Sons Carpet Company, 
New York, Western Pine Associa- 
tion, Portland, Ore., and W. Atlee 
Burpee Company, Clinton, Ia. The 
latter, which offered three Cala- 
dium bulbs for a quarter, dis- 
patched a postcard explaining that 
because of the labor shortage its 
supply was being delivered “very 
slowly,” but that it hoped to fill 
the order soon. “In case we find 
that your order cannot be filled, 
a prompt retund will be made,” 
it promised. 

First word came yesterday from 
two others—Church & Dwight 
Company, New York, producer of 
Arm & Hammer and Cow Brand 
soda, and L. J. Mueller Furnace 
Company, Milwaukee. 

To check on home office and 
distributor delays in connection 
with a coupon request, one man- 
ufacturer asked ADVERTISING AGE 
this week for return of the ma- 
terial it had sent out. The re- 
quest was complied with, and 
others who may be interested in 
following up action taken in their 
own cases may do so by contact- 
Ing ADVERTISING AGE. 


Westinghouse Issues 
Monthly ‘Newsfront’ 


The first issue of Newsfront, four 
~page monthly publication of West- 
inghouse Electric & Mfg. Company, 
Pittsburgh, will appear in April, 
describing latest achievements by 
the company in the fields of scien- 
tific research, engineering, and 
production. 

The first issue contains a round- 
up on the company’s annual report 
to stockholders, a story on a new 
application of Precipitron air- 


cleaner for the removal of fly-ash, 
and a picture page illustrating re- 
cent Westinghouse developments. 


Reaches the producers who buy for this market 


Under the Management of 
REX W. WADMAN 


2WEST 45TH STREET *« NEW YORK 19,N. ¥. 


Chelsea Offers Prizes 
to Promotion Men 


Larus & Bro. Company, Rich- 
mond, maker of Chelsea cigarets, 
is sponsoring a contest April 15- 
June 15, for promotion and pub- 
licity managers of 180 Blue Net- 
work stations carrying the Guy 
Lombardo “Musical Autographs” 
program, heard Mondays at 10 
p.m., EWT. Prizes amounting to 
$1,500 in war bonds will be 
awarded for originality of ideas 
and extent of coverage for the 


newspaper publicity and advertis- 
ing, spot announcements and spe- 
cial exploitation tie-ups. War- 
wick & Legler, New York, is the 
agency. 


ANPA Elects 4 


The American Newspaper Pub- 
lishers Association elected four 
dailies to membership during 
March, bringing total ANPA mem- 
bership to 737. New members’are 
the Times, Huntsville, Ala.; Times- 
Delta, Visalia, Cal.; Press, Bristol, 


Crafton Studios Moves 


Crafton Studios, Chicago art and 
photography firm, has moved to 
new quarters in the Monroe build- 
ing, 104 S. Michigan Ave. 


Stevens to Moore Sales 


John W. Stevens, recently hon- 
orably discharged after three 
years with the Army, has been ap- 
pointed by John Hudson Moore, 
Inc., New York, to handle sales in 
Kansas, Missouri, Iowa, Nebraska, 
Minnesota, North and South Da- 


with the sales department of Al- 
fred D. McKelvy Company, New 
York manufacturer of Seaforth 
toiletries. 


LETTER SHOP, Ine. 


431 S. Dearborn St., Chicago 5, Illinois 


program. Promotions include! Conn., and Journal, Pottsville, Pa.| kota. Mr. Stevens was formerly 
. * 
News, Advertising. Readership Devoted 
to Building a Better Civilization 
— -# THe CHRISTIAN, Nore Mowrnall f 
Ihcer.us.nt.. Sew Abie sy ‘ ngs 4 
- intel ae 
’ ¥ Y 
For Space Buyers Onry 
Your job is to invest advertising dollars where national daily newspaper, with an unsurpassed serv- 
they’ll get the most profitable results in goods and ice for gathering world news. Fearless and unparti- 
services sold, in good-will gained — or both. Even san, it is the newspaper eagerly read by men, 
with all your media experience and marketing know]- women, and youth who want the NEWS FACTS and 
edge, this is one of the most difficult investments their MEANING as well as wholly reliable advertising 
in the world to make wisely. to guide their buying. And they have far better than 
The advertiser rightly demands tangible results average power to buy. 
from advertising. Can you promise him this? You Ask our nearest office for full information about 
can, when you consistently use THE CHRISTIAN the MONITOR MARKET. — THE CHRISTIAN SCIENCE 
SCIENCE MONITOR to carry his advertising news. PUBLISHING SOCIETY, One, Norway Street, Boston 
For the MONITOR is a newspaper -— a great inter- 15, Massachusetts. 
Branch Offices: New York, Chicago, 
Detroit, Miami, Kansas City, 
San Francisco, Los Angeles, Seattle, 
London, Geneva, Sydney 
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Coolerator Tells 
Protected Profit 
Plan for Dealers 


Only Independents 
Sought; Single Line 
Is Offered 


Duluth, Minn., April 5.—With 
almost 20,000 inquiries already at 
hand, the Coolerator Company is 
lining up a strong organization of 
independent dealers to sell its 
postwar line of electric refrigera- 
tors and home and farm freezers, 
as well as the ice refrigerators it 
marketed before the war. 

Coolerator’s plans to compete 
with other established manufac- 
turers in the electrical unit field, 
as well as the biggest ad campaign 
in its history, are outlined in a 
40-page book offered refrigerator 
dealers in trade publication ads. 


Copy lists distributors throughout 
the country, and they and Cooler- 
ator have already dispatched close 
to 20,000 copies of the book which 
describes a “protected profit pro- 
gram.” 

The Duluth company stresses 
that it is an independent concern 
which deals only with independent 
distributors, who in turn sell to 
independent retailers. “Sole spe- 
cialists in home refrigeration,” the 
company offers dealers the choice 
of a volume-selling refrigerator 
“without having to take someone’s 
‘wallflower’ stove, washer or ra- 
dio,” its presentation explains. 


Sold 1,000,000 Units 


Coolerator was unknown in the 
refrigerator business in 1931, but 
by 1945 has sold almost a million 
units, including the “war models” 
which company officials claim 
have helped it dominate the war- 
time market. This record, says 
John H. Ganzer, vice-president 
and general sales manager, should 
make the dealer agree that Cool- 
erator is the company to tie up 
with, postwar. 

“If the company can promise 
early postwar deliveries—Coolera- 
tor can!” he continues. ‘“‘We have 


AIRPORT BOOST—Viewing the aeronautical display which centered the stage 
at a recent Boston adclub meeting are, left to right: Gov. Maurice Tobin 
of Massachusetts, J. P. Spang Jr., president of Gillette Safety Razor Co., and 
George Estes, sales promotion manager of Gillette, members of the governor's 
committee to publicize Boston's postwar international airport facilities. 


the size, the production facilities, 
and the active wartime organiza- 
tion to bring you Coolerators fast.” 

Cited as proof of the company’s 
production efficiency and adjust- 
ability is’ the fact that workers 
assembled 280,000 of the “Victory” 
Coolerator V6 ice refrigerators. As 
soon as possible, retailers are told, 
Coolerator will bring them an im- 


proved all-steel ice-conditioned 
Coolerator, in two models; a 6% 
cubic-foot home freezer, 15 cubic- 
foot farm freezer, and the Cool- 
erator Electric in two models, 7% 
and 9% cubic feet in size. These 
feature “hi-level” storage space, 
easily sliding shelves, frozen stor- 
age compartment, “flavor-saver” 
panel to provide circulating cold 


-~ 
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Radio, Newspaper and Magazine 


The point of purchase display is the last and 
decisive link in the selling chain. 
in the retail store that converts the impressions 
made by other advertising into the urge to buy at 
precisely the time when and place where the 
merchandise is available. 
mative and persuasive cycle by bringing latent 
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desire into effective ACTION. 


Advertising 
is much more effective when coordinated with 
*Point-of-Purchase Displays in the retail store 


It is the reminder 


It completes the infor- 
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Advertising Age, April 9, 1945 


air, “crisp-o-lators” to keep fresh 
greens, bins for dry storage, ang 
an insulated cabinet with Dura- 
Sheen finish. Styled by Brooks 
Stevens, the new electric units 
were selected after exhaustive 
homemaker tests, Coolerator says, 


Says Prices Moderate 


Coolerator will offer quality 
units at a moderate price, dealers 
are assured, providing them with 
a refrigerator for the biggest 
‘“‘price-void” in the market. 

The book reproduces summaries 
from surveys conducted by Ruth- 
rauff & Ryan, Chicago, which has 
had the Coolerator account less 
than a year, and BBDO, its prede- 
cessor, showing how a decade of 
national advertising has impressed 
America’s homemakers with the 
Coolerator trade name. 

Coolerator’s 1945 magazine 
schedule calls for ads every other 
month in an extensive list, includ- 
ing American Home, The Ameri- 
can Weekly, Better Homes & Gar- 
dens, Country Gentleman, Farm 
Journal & Farmer’s Wife, Hol- 
land’s Magazine, Household, Mc- 
Call’s, Metropolitan Group, Parents’ 
Magazine, The Saturday Evening 
Post, Successful Farming, Time, 
True Story and Woman’s Day. Its 
story to dealers is being told via 
full pages and 44-inch ads in Air 
Conditioning & Refrigeration 
News, Electrical Home Equipment 
Dealer, Electrical Merchandising, 
Hardware Age, Hardware Re- 
tailer, Hardware World, House 
Furnishing Review and Retailing 
Home Furnishings. Special copy 
is appearing in April issues of 
Architectural Forum and What’s 
New in Home Economics, featur- 
ing Brooks Stevens’ styling of the 
new units. 

In an all-inclusive series of mer- 
chandising helps, the company is 
offering dealers window displays 
and floor cut-outs, consumer fold- 
ers, neon store signs, a direct mail 
campaign, slide films, tie- 
in newspaper ads and radio spots. 


One Out of Five Dislikes 
Commercials, ANA Finds 


One person out of every five 
polled in the nationwide survey 
conducted in November for the 
Association of National Advertis- 
ers, believes there are too many 
commercials. 

Of the 2,500 persons _inter- 
viewed, 21% spontaneously men- 
tioned particularly the number of 
tadio commercials to the query: 
“Is there anything about adver- 
tising as it is done today that you 
object to seriously?” Of the 17% 
who had switched brands because 
of “objectionable advertising,” 
13% designated radio advertising 
as the type which was responsible. 
Tre survey was conducted for the 
ANA by Opinion Research Cor- 
poration. 


KCRA Joins NBC Network 


Station KCRA, Sacramento, 
Cal., will join the NBC Pacific 
Coast network as a supplementary 
station April 15. KCRA is owned 
by the Central Valleys Broad- 
casting Company, and is 250 
watts and 1340 kc in power. 


If it’s 
A TEST 


you want.. ° 
TAKE 


The Register is rated* the 
7th test market in the U. 5. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popu- 
lation. 


* Independent Survey of Providence Bulleli# 
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Slow Down on 
Postwar Plans, 
Luckman Cautions 


New York, April 4.—“Industry 
must stop planning things for to- 
morrow and start doing things to- 
day,” Charles Luckman, president 
of the Pepsodent Division of Lever 
Bros. Company, declared before a 
meeting of the Sales Executives 
Club here yesterday. 

In a hard-hitting talk, inter- 
spersed with anecdotes, Mr. Luck- 
man lashed out at those executives 
who are so interested in their post- 
war plans that they forget the need 
for a solid foundation for their 
products. “The time to plan for 
tomorrow,” he said, “is after you 
have built solidly for today.” 

He criticized the short-sighted- 
ness of executives who have not 
improved their packaging during 
the war, and whose only objective 
in this respect is to return to pre- 
war packages. To refute the argu- 
ment that a familiar label and 
package represent a huge invest- 
ment and are often the product’s 
best selling point, Mr. Luckman 
pointed out that Pepsodent, having 
completed 16 months of designing, 
rejecting, redesigning and testing 
new packages, has finally decided 
upon the new package which will 
be used as soon as materials are 
available. 


Build False Hopes 


He also deplored the current 
trend in advertising of postwar 
products which gives the public 
a false impression not only of the 
availability of the new products, 
but of the promised performance 
of some of them. 

Mr. Luckman said that it is time 
somebody does something to in- 
form the American public not to 
expect too much of tomorrow. The 
prospect of all these Utopian prod- 
ucts, ‘“F. O. B. Victory,” is not only 
erroneous, but is in bad faith, he 
said. 

The need for good policies, as 
well as good products and good 
management, was stressed by Mr. 
Luckman, as he gave a short his- 
tory of Pepsodent’s experience 
when it was the most footballed 
item in the drug trade. Prior to 
1936 many retailers would not sell 
Pepsodent products, proving that 
a good product and good advertis- 
ing were not enough. It was only 
after a policy of price-fixing was 
established that Pepsodent began 
to improve its position in the 
dentifrice field. 

Mr. Luckman concluded with a 
fervent statement that advertising 
proclaim the honesty of American 
business and its intrinsic worth. 


| MAKE YOUR 
* BOW TO 


CREATIVE. 
WEALTH 


if you have a new pro- 
duct or a new idea. 


* People who are eager to try 


new things and who are able 
to take buying action com- 
pose the market of Creative 
Wealth. This market can be 
reached through The Playbill. 


NEW YORK 12, N. Y. 
PLAYBILL, INC. 
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Gibbons Appoints 
Kiehn and Cox 


Walter Kiehn and Leo Cox have 
been appointed vice-presidents of 
J. J. Gibbons Ltd., Toronto and 
Montreal. Mr. Kiehn has been with 
Gibbons’ Toronto office as account 
executive since 1933, and was for- 
merly director of advertising for 
Rogers-Majestic Corporation. 

Mr. Cox, with Gibbons in Mon- 
treal since 1935, was formerly ad- 
vertising and publicity manager of 
the Cunard-White Star Line in 
Canada. 


Named Ad Manager 

Nan Findlow, feature advertis- 
ing manager with L. Bamberger 
& Co., Newark, since 1939, has 
been named acting advertising 
manager, the first woman to hold 
the post. Miss Findlow replaces 
William G. Stophlet, who resigned 
to join the U. S.. Marine Corps. 


Names Poyntz 


Cansfield Electrical Works, To- 
ronto, has appointed Alford R. 
Poyntz Advertising, Toronto, as 
its agency. 


Grant Agency Named 

Dohner & Lippincott, New York, 
industrial designer, has appointed 
Grant Advertising, Inc. New 
York, to direct domestic and for- 
eign advertising. 


Heads Pacific Four A’‘s 


H. E. Cassidy, vice-president of 
the McCarty Company, Los An- 
geles, has been elected. board 
chairman of the Pacific council of 
the Four A’s. Other directors are 
Warren Kraft, Erwin, Wasey & Co. 
of the Pacific Coast, Seattle; C. L. 


29 


Baum, Short & Baum, Portland; 
Robbins Milbank, Young & Rubi- 
cam, San Francisco, and Dana 
Jones of the Dana Jones Company, 
Los Angeles. 


MULTIGRAPHING 
MIMEOGRAPHING 
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John a McElwain «& Co. 
A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
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see 


Jon gets around. He meets the 
so he knows not only 


people... 


T+ takes far more than a wire- 
report and a Spalding Guide to 
make a real sportscaster. What it 
does take, Jon Hackett’s got. 


nO 


midnight... 


his sports, but the sporticipants 


as well. On his daily reviews, he 
supplants ticker-tripe with meaty 
sports-fare, 
hot every afternoon and evening. 


eye-witness 


In Des Moines and its extensive 
trade area, fans say “This boy’s 
the McCoy.” Sponsors agree, as 
the folding money piles up. 


served 


Jon Hackett is typical of the 
listenable personalities that put 
plenty of friendly “sock” into 
KRNT’s schedule from morn till 
and bring their full 


share of the “gate” to KRNT ad- 
vertisers. 


A 
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Hits 6.9 Rating 


Starting from scratch in Jan- 
uary, it’s already hit a 6.9 rat- 
ing against day-time’s strong- 
est soap-operas. 
to 5 P.M. daily. Quater-hour 
and announcement availabili- 
ties now limited, but get the 
whole story from Katz. 


Time — 3:30 
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Companies’ Annual 
Reports Disclose 
Plans for Peace 


G-E, Westinghouse, 
U. S. Steel, Others 


Gaze Into Future 


Chicago, April 4. — American 
industry’s postwar plans to ex- 
pand production, hold and extend 
markets, and offer new consum- 
ers’ products were pointed up 
again last week with the release 
of annual reports reviewing war- 
time efforts and looking to the 
future peace. 

Wartime research and technical 
advances in steel making will help 
develop new and improved prod- 
ucts for the postwar period, Irving 
S. Olds, board chairman of United 
States Steel Corporation, told 


| stockholders last week in an ex- 
tensive report which carries a list 
of more than 160 war products of 
U. S. Steel. 
Undoubtedly, he said, there will 
| be an expanding use of lightweight 
steel structural shapes in resi- 
|dences and small buildings, and of 
‘corrosion resistant high-strength 
steels in the construction of rolling 
stock and other mobile equipment. 
“Stainless steel with enhanced 
|properties will be ready in the 
| postwar era for more general use 
in residential and commercial con- 
struction and equipment,” he con- 
tinued, and “steels for superior 
|performance at high temperatures 
| will be available.” 


Broad Program Drawn 


Since Jan. 1, 1940, Mr. Olds ex- 
plained, U. S. Steel has authorized 
the spending of more than $500,- 
000,000 for additions, improve- 
ments and replacements of prop- 
erty, with $46,900,000 so spent last 
year. Its program, he added, “is 
one calling for the most modern 
and efficient facilities, the ablest 
manpower, the soundest operating 
practices and the improvement of 


the quality of its products through 


advancement of research and tech- 
nology.” 

Despite record production in ’44, 
|income of the company and sub- 
|sidiaries dropped 2.9% from the 
|preceding year to $60,800,000, 
| although total revenue of $2,082,- 
| 200,000 for products and services 
was the highest in history. Labor 
costs spiralled upward, but taxes 
dropped sharply. 

A. W. Robertson, chairman of 
Westinghouse Electric & Mfg. 
Company, in his annual report 
says the company has made defi- 
nite plans to enter several new 
consumers’ markets. Westinghouse 
will re-enter the radio receiver 
field, and a home radio division 
was set up last July which will be 
ready to put new Westinghouse 
receivers, including FM and tele- 
vision units, on the market as soon 
as conditions permit. “These will 
be among the finest manufac- 
tured,” Mr. Robertson said. 


Other Lines Planned 


The company also is planning 
to produce “a complete and well- 
engineered postwar line of home 
and farm freezers.” These will be 


in charge of the electric appliance 


division, which also will add a 
new electric steam iron and other 
products to its standard lines of 
electric refrigerators, ranges and 
appliances. 

The Laundromat, automatic 
home laundry developed and in- 
stalled in a few homes before the 
war, “will be one of our leading 
postwar appliances,” the Westing- 
house chairman said. 

Besides engineering develop- 
ment laboratories and other fa- 
cilities for developing and testing 
products, Westinghouse research 
is carried on by two major organ- 
izations, Westinghouse Research 
Laboratories, East Pittsburgh, and 
the Lamp Division, Bloomfield, 
N. J. At the end of ’44 the com- 
pany’s engineering departments 
included more than 2,400 engi- 
neers and research scientists, “en- 
gaged in a host of specialized 
tasks.” Wartime achievements of 
this group include jet propulsion 
and gas turbines, power trains, 
aircraft carrier deck-edge eleva- 
tors, gunsight lamps, absolute alti- 
meters and magnetic torquemeters 
for pilots, geared-turbine loco- 
motives, synthetic resins and plas- 
tics, including Fosterite, a mois- 


Catch a Thief with Sugar ! 


ee O'HIGGINS lounged beside the park bridle path. 
A fat dowager jogged past on a bay mare. “Like a thousand 
little headlights,” mused O’Higgins as her diamonds gleamed 
in a shaft of sunlight. 


Quick hoofbeats sounded back along the path. O'Higgins 


glanced through the shrubbery that screened his view in that 
direction. A swarthy little man, riding a gray horse, appeared 
to be trying to overtake the dowager. 


As the rider came abreast of O'Higgins, his horse slowed 
and gave a look of pleased recognition. O'Higgins returned 
the look, and reached into his pocket for the horse’s customary 


lump of sugar. 


The swarthy man cursed, and lashed at the animal with his 
riding crop. The horse applied its brakes more strongly. There 
was a complicated flurry of action. 


The rider landed before O’Higgins in a little cloud of dust. 
The horse paused a dozen yards away, regarding its handi- 


work smugly. 


O’Higgins sprang to assist the fallen rider to his feet. Then 


detective mystery books, featuring Agatha Christie, Dashiell Hammett, Helen Reilly 
Carter Dixon, Ellery Queen and other noted writers. 


he reached toward the ground with a sweeping motion and 
caught at the leather wrist thong of the riding crop. At his 
tug on the thong, there was a sharp click and a 15-inch sword 
blade blossomed at the end of the stick. 


“Huh!” gasped O'Higgins, glancing from horse to rider. 
“Has the meat shortage come to this?” 


The swarthy man whirled and ran. 


The distant gleam of diamonds caught O’Higgins’ eye, and 
a fresh thought flashed into his mind. “Stop, you murdering 
thief!” he yelled as he drew his service revolver and took aim 


at the fleeing man. 


This anecdote is based on a discussion of unusual weapons that 
appeared in a magazine of the Dell Detective Group. It indicates 
the brilliantly diversified editorial fare that monthly attracts 
1,134,003 purchasers—and a whopping pass-along audience— 
to the Dell Detective Group. These hobbyists in crime detection 
technique—a cross section of the urban male population—offer 
you a splendid market for any product with man-appeal! 


DELL DETECTIVE GROUP | 


INSIDE DETECTIVE © FRONT PAGE DETECTIVE 


DELL PUBLISHING COMPANY, INC., 149 Madison Avenue, New York 16, N.Y. 


World's largest publisher of fact-detective magazines — and 
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ture-proof coating for radio com. 
ponents, high-speed X-ray, high. 
temperature alloys, and the fameq 
“bug bomb” for troops fighting jn 
insect-infested areas. 


Sees New Markets 


A great many of these products 
said Mr. Robertson, will undoubt. 
edly provide new peacetime prog. 
ucts and in some instances wij] 
open entirely new markets. The 
plastic products offer “consider. 
able postwar promise,” while 
radar and electronic equipment 
may be applied “in such fields as 
high-frequency heating and treat- 
ing of metals; the forming, mold- 
ing and curing of plastics; the 
bonding of plywood and other 
lumber; the cooking or processing 
of meats and the drying of rubber, 
tobacco, ceramics and food prod- 
ucts.” 

In advertising, Mr. Robertson 
said, the company uses “every 
practical outlet at hand.” Its own 
movies were seen last year by 
more than 5,500,000 people. 

Westinghouse spent almost $8,- 
000,000 in ’44 for new facilities to 
meet wartime production require- 
ments, and made an engineering 
survey which showed that an im- 
mediate postwar expenditure of 
$26,000,000 will be _ necessary, 
When completed, this program 
will boost its prewar floor space by 
15% and give it a production ca- 
pacity representing a 50% in- 
crease. 


G-E Sets New Record 


General Electric Company, ac- 
cording to Charles E. Wilson, 
president, for the fourth successive 
year turned out a record quantity 
of goods and services for war op- 
erations, with 2% fewer employes. 
He, too, paid tribute to the com- 
pany’s engineers and _ scientists, 
whose inventions and _ develop- 
ments he called the basic elements 
in the year’s high volume produc- 
tion. These include the G-E jet 
engine, the B-29 central control 
gunnery system, radio and elec- 
tronic devices, propulsion units 
and hundreds of types of G-E 
lamps. 

The company’s reserve for post- 
war adjustments and contingencies 
now amounts to $15,000,000, 
slightly less than G-E’s general 
reserve. A chart shows G-E’s 46- 
year record of earnings and divi- 
dends, culminating last year in 
net sales of $1,353,012,132. 

Pet Milk Company, St. Louis, in 
its annual report foresees a sur- 
plus production of evaporated milk 
in postwar years, with production 
last year about 6% above that of 
prewar years, and an 80% increase 
forecast for this year. But, said 
John A. Latzer, president, the 
product will be needed in foreign 
countries freed from the Germans; 
Army and Navy needs will be 
heavier than prewar, and “there 
should be pretty sharp and rather 
rapid increase in the domestic de- 
mand for evaporated milk when 
plenty is available.” 

Other items provided 28% of 
the company’s total volume last 
year, he said, including dried milk, 
fresh milk in bottles, ice cream, 
ice cream mix and butter and 
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there is a good prospect that when 
restrictions are lifted “we shall en- 
joy expansion of both volume and 
profits on these presently restricted 
items.” 


To Expand Units 


The supplier and service com- 
panies evolved by Safeway Stores, 
Inc., Oakland, Cal., because of the 
war can be expected to increase 
their effectiveness and “become 
influential factors in the postwar 
years,” Lingan A. Warren, presi- 
dent, reiterates in the company’s 
annual report. 

Operation of these companies is 
explained in 10 pages of articles 
taken from Safeway’s employe 
publication, “Uno Animo,” to give 
stockholders an insight into its 
postwar problems and plans. 

Safeway now has supplier com- 
panies assisting distribution di- 
visions in procuring meat and 
poultry from outside suppliers, 
and in operating seven meat pack- 
ing plants, livestock buying offices 
and feed yards, and two poultry 
dressing yards. The supplier com- 
panies are extensions of central 
Ling departments formerly 
hesdquartered at Oakland and 
their main function is to acquire 
merchandise. “The whole setup,” 
explained Mr. Warren, “represents 
organized buying, to supplement 
Safeway’s organized retail selling.” 


Uses Ad Service 


Supplier companies, which to- 
taled 34 at the first of the year, 
range all the way from the May- 
fair Cake Company, then making 
a study of the industry, to the 
Dwight Edwards Company, oper- 
ating six plants in the U. S. and 
one in Canada to supply Safeway 
stores with “sponsored brands” of 
coffee and tea. “New manufactur- 
ers, and makers of new items, find 
that Safeway’s supplier companies 
are interested when their mer- 
chandise offers potential volume 
and profit, even though customers 
aren’t already demanding the mer- 
chandise,” the Safeway chief ex- 
plains, 

Service companies, totaling 20, 
handle such operations as ware- 
houses and trucks, advertising, per- 
sonnel, guides and manuals, etc. 
One, Bristol Advertising Service, 
San Francisco, consults with sup- 
plier units in promoting sales of 
“sponsored brands.” 

Safeway, whose earnings for °44 
were $10,262,381, operated 2,322 
stores in the U. S. and 141 in Can- 
ada at the end of the year. 
Twenty-four stores and 48 meat 
sections were added, but 33 stores 
and 39 meat sections were closed. 
Mr. Warren said the company has 
been studying means to acquire 
new fixtures and equipment with- 
out a large capital outlay. 


Make Your Plans Now—to Get Your 
Share of America’s Coming Export 
Boom 


TO COVER 


SOUTH AFRICA 


Advertise in 


the leading publications 


of 
ARGUS SOUTH AFRICAN 
NEWSPAPERS LTD. 


48 publications . . . dailies, 
weeklies, industrial ... Eng- 


lish, Afrikaans and dialect 


. sold as “‘a package’”’ or 


individually. 
PHONE, WIRE OR WRITE 


American Representatives: 


S. S. KOPPE & CO., INC. 
630 Fifth Ave., New York 20, N. Y. 
Circle 6-1320 


Market data, rates (fully commission- | 
able) and specimen copies immediately 
available | 


ANA Elects Nine 


Association of National Adver- 
tisers has elected nine companies 
to membership including Ameri- 
can Central Mfg. Corporation, 
Connersville, Ind.; Chicago Flexi- 
ble Shaft Company; Dayton Rub- 
ber Mfg. Company; Dictaphone 
Corporation, New York; Glenn L. 
Martin Company, Baltimore; Hey- 
wood-Wakefield Company, Gard- 
ner, Mass.; Lees-Cochrane Com- 
pany, Bridgeport, Pa.; Pepsodent 
Division, Lever Bros., Chicago, 
and Pontiac Motors division, Gen- 
eral Motors, Pontiac, Mich. 


NBC Promotes Howard 


Robert E. Howard Jr. has been 
appointed manager of spot sales 
for Hollywood and the western 
division of NBC. Mr. Howard, 
who transfers from New York to 
Hollywood, succeeds Don Norman, 
— in the New York spot sales 
office. 


Bruce to Mathes 

Robert A. Bruce, formerly of 
Maxon, Inc., New York, has 
joined the copy department of 
J. M. Mathes, Inc., New York. 


To Beaumont & Hohman 


Postal Life & Casualty Insur- 
ance Company, Kansas City, has 
appointed the Kansas City office of 
Beaumont & Hohman to handle its 
advertising. 


Release Mem Schedule 


The Mem Company, New York 
manufacturer of men’s toiletries, 
which launched its first advertis- 
ing campaign late last year (AA, 
Dec. 11), will use newspaper in- 
sertions in 45 cities, color-pages 
in newspaper magazine sections, 


nine national magazines, and spot 
radio announcements, supple- 
mented by point-of-sale material, 
to promote its line this year. 
Theodore J. Funt Company, New 
York, handles the account. 


CORN — HOCS — OATS — CHICKENS 


ST. JOS 


CATTLE — SHEEP — HAY — WHEAT. 


The influence of a newspaper is a good measure of its 


advertising effectiveness. When its influence is truly 


AND REMEMBER — CONFINE 
THAT SCHEDULE TO NEWSPAPERS 


WITH INFLUENCE! 


potent and market-wide, as in the case of The Oregonian, 


that newspaper is the medium to carry your message, 

If you’re planning now to reach the best markets, put 
Oregon high on your list—and plan to reach this market 
through the newspaper whose influence is the greatest 


and circulation the hi ghest —The Oregonian. 


The@ 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


PORTLAND, OREGON 


BOSS— 1M USING THE 
MARKET-WIDE INFLUENCE 


OF THE OREGONIAN 


AS A YARDST/CK / 


"If you aren't in The Oregonian, 
you aren't in the Oregon market.” 
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An era of moving sidewalks, 
elevated rubber railroads 
and never-stopping under- 
ground belts on which peo- 
ple ride will descend on the 
American scene with a sud- 
den swiftness once World 
War Il is terminated. 


The birth of that era, bor- 
dering on the fantastic in 
the layman's mind, is one of 
the marvels of the future 
now being concocted in the 
postwar planning pot of 
Akron industry. 


It will be an outgrowth of 
the rubber industry's con- 
veyor belt business. It will 
revolutionize transportation 
of both freight and human 
cargoes, and itself become a 
gigantic = multi-million-dollar 
industry. Its scope, its poten- 
tialities are endless. Con- 
veyor belts, figuratively, will 
gird the nation and eventu- 
ally the globe. They will 
institute a brand-new mode 
of transportation. 


This is another reason why 
Akron, a rich war-time mar- 
ket, will be a prosperous 
peace-time market—one you 
cannot afford to overlook 
when planning your postwar 
sales programs. 


STORY, BROOKS & FINLEY 


NEW YORK 
CLEVELAND 


PHILADELPHIA 
LOS ANGELES 
Represented by: 


CHICAGO 
ATLANTA 


Political Control 
of Foreign Trade 


New York, April 4.—Unless ex- 
|port managers make themselves 
heard in the international confer- 
ences and in Congress, they may 
easily find themselves faced with 
political controls in foreign trade 
which will make the functions of 
an expert manager merely cler- 
ical,’ John Abbink, president, 
Business Publishers International 
Corporation, and executive vice- 
president, McGraw-Hill Publishing 
Company, said here yesterday. 

Addressing the annual meeting 
of the Export Managers’ Club of 
New York, Mr. Abbink warned 
that the rigid grip on business that 
bureaucracy has taken under war 
compulsion will not be easily re- 
laxed. Business men in Great 
Britain, he said, have some meas- 
ure of relief through semi-official 
bodies, legally constituted, in which 
they participate when procedures 
are formulated. 

Washington frequently asks ad- 
vice of business here, he con- 
tinued, but chooses its own con- 
sultants, whose views are not 


|whose opinion there 
| liberative veto. 


'foreign trade 
ithe nation, there is seldom a na- | dictatorial 
‘tional gathering at which over-all | dignify by the term cooperation,” 


Feared by Abbink | 


| 
| 


always representative, and againstto trade with Russia to be wary of 


is no de- | the risks and liabilities in the pro- 
cess. “The iron control of foreign 

He lamented the fact that|trade as an exclusive government 
although there are more than 700|monopoly by the Kremlin is but 
groups throughout) another aspect of that one-sided 
attitude Communists 


foreign trade policy is debated and |he said. 
resolved on the basis of country-| “J am not suggesting,” he ex- 
wide benefit. It is high time that) plained, “that American exporters 
some single representative foreign | refuse to have commercial rela- 
trade group in this country as-|tions with Soviet Russia, but am 
sumed or was given the responsi- | reminding you of the opportunity 
bility of authoritative comment on you will have of insisting that co- 
questions that affect our interna-| operation is a two-way street not 
tional trade position. |a one-way monopoly.” 

Urges Minerals Import 


| a 

Turning to postwar trade pros- Record 45 Cereal 
pects, Mr. Abbink recommended . 
that stocks of indispensabie min- Production Seen: 
erals be imported in vast quanti- | . 
ties after the war to supplement | 
the nation’s depleted reserves. Gov t Needs Soar 
Should such an import program Washington, April 4. — Impor- 
throttle some of the nation’s min-| tance of breakfast cereals in the 
in agg ne — wartime diet is stressed by Allice 
giving reasonable "compensation |Z, Mullen ofthe Department of 
for inventors and workers in the issue the department’s publica- 
rere ge ge ee tion, Domestic Commerce, which 
ae a 2 eS ’| predicts that cereal production in 
would be much less Py epee Age 1945 may top the record 1,617,000 
attempting, through tariffs, to - : : , ” 
maintain prices at a level that en- le ce ks ee ait aes 
pinch 90 the working of depleted staff of the industrial products unit 
sim deposits or tailings in peace of the Bureau of Foreign and Do- 
ime. vr a : 

Edmund A. Walsh, mestic Commerce, points out that 


The Rev. : : 
. 2 -?/ cereal grains have always been im- 
vice-president of Georgetown Uni- : 
I B portant as a source of both calories 


, 7] , © or are Ss j . 
versity, warned exporters seeking/ 214 cereal products. “In their 
| whole grain—or enriched or re- 


EDUCATORS 


HOUSEWIVES 


EDITORS =" PUBLICWOFFICIALS™> FINANCIERS MERCHANTS | 7S 2nd iron.” 


ENGINEERS + LAWYERS + SOCIAL LEADERS + DIPLOMATS | [00d limitations in effect, break- 
fast cereals have taken on a new 
wartime role,” the article de- 

CONGRESSMEN AND WOME» RISTS - MANUFACTURERS | clares. They are not only an im- 


| stored form—they are a valuable 
;/source of these essential B-vita- 


Cereals Gained Importance 
“With point rationing and other 


portant item for the morning meal, 
but in combination with other 
foods served as main dishes for 
luncheon and dinner. 

"45 Supply Assured 

“Tasty meat loaves and cCas- 
serole dishes made of meat, vege- 
tables and breakfast cereals are 
said to include all the necessary 
food elements vital to good health 
and aid materially in extending 
the point budget.” 

Further evidence of the impor- 
tance of cereals in the modern diet 
was provided in the report of re- 
tiring War Mobilizer Jimmy 
Byrnes this week, According to 
Mr. Byrnes, only cereals, eggs and 
fresh vegetables will assuredly be 


CHEMISTS + ARCHITECTS 
PHYSICIANS +» BUILDERS 
* JUDGES + WRITERS 


DIRECTORS + BUYERS 


in supply sufficient to meet de- 
mands during 1945. 
Approximately 11% of the 1,- 


617,000,000 pounds of cereal made 
in 1944 went to the armed forces. 
Government needs will increase 
sharply in 1945, reaching 16.5% 
of 1944 production, or 270,000,000 
pounds. 
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Credit Co-ops Add 
41,033 New Members 


Through a second wartime mem. 
bership campaign, the Credit Union 
National Association has addeg 
41,033 new members of credit ceo. 
operatives in the United States anq 
Canada. The association and its 
affiliates—Cuna Mutual Insurance 
Society and Cuna Supply Coopera- 
tive—serve 12,000 credit unions 
having 4,000,000 members located 
in the Hawaiian Islands and the 
Canal Zone as well as in the United 


States. Assets approach $450. 
000,000. 
Thomas W. Doig was named 


managing director of the group at 
a recent meeting of the executive 
committee in Chicago, and Roy F, 
Bergengren, who has been man- 
aging director since the associa- 
tion’s organization in 1935, was 
named promotional adviser. 


Pemberton to Air-Wick 


Murdock Pemberton, assistant to 
the manager of the advertising 
and marketing division of tne 
American Can Company, New 
York, for the past four years, has 
been appointed advertising and 
exploitation manager for W. H. 
Wheeler, Inc., New York. The 
company is the general distributor 
of Airkem, chlorophyll air fresh- 
ener, which is distributed to the 
retail trade by Seeman Bros., Inc., 
New York, under the brand name, 
Air-Wick. 


Jeurelle Names Ad Mar. 


Stell Ayleshire, publicity direc- 
tor of Wesley Associates, New 
York, for the past six years, has 
been appointed advertising and 
promotion manager of Jeurelle, 
Inc., New York, distributor of 
Jeurelle and Seventeen products. 


Keener Promoted 

Ward Keener, director of busi- 
ness research of B. F. Goodrich 
Company, Akron, has been ap- 
pointed assistant to the president. 
He will be succeeded by Dean E. 
Carson of the business research 
department. 


Snyder & Black to Hill 


Snyder & Black, Inc., New York 
lithographer, has appointed Hill 
Advertising, New York, to handle 
a forthcoming business paper and 
newspaper campaign emphasizing 
point-of-sale advertising. 


Prosperity to Buchanan 


Prosperity Company, Syracuse 
manufacturer of automatically con- 
trolled and operated laundry and 
dry cleaning machinery, has ap- 
pointed Buchanan & Co., New 
York, to handle its account. 


Merchandising Displays 


with Beauty, Function and Force 


Ye 
Desh oa to rey tar Impurse 


— as 


MANAGERS + AGRICULTURALISTS +» SENATORS + BANKERS 


SECRETARIES » MOTION PICTURE: PRODUCERS + ECONOMISTS 


REALTORS + COMMENTATORS + PUBLISHERS + DENTISTS 


Display Guild offers o complete planning, desig” 
ing, and fabricating service in point-of-purchese 
displays, including dispensers, stands, cabinets und 
merchandisers, as well as our customary “ideo-to- 
construction” service in the building of exhibits. 
interiors and dioramas. We will be glad to discuss 
post-war displays. Phone: NEwtown 9-5220. 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor » Business Exhibits 
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TRONG INTEREST—and weak interest— 
S in new products for self, home and 
family—divide the women’s market into 
two great halves! 


Young, beginner housewives want to 
read your advertising to educate them- 
selves about your product. Old-established 
housewives are too brand-complacent to 
feel more than passing interest in news 
about your goods. 


Women’s magazines, by the nature of 
their editorial appeal, sift out these two 
types of women for you. Women’s service 
magazines attract buyers whose median 
age is 38! Dell Modern Magazines—like 


~ 
; se 3 
: % 


most screen-romance magazines — are 
bought by young housewives, whose me- 
dian age is only 24.9 years! 


For maximum sales, remember the devo- 
tees of screen-romance magazines—the 
fifty per cent of American women “‘forgot- 
ten” by any manufacturer who thinks his 
market begins and ends with service maga- 
zine readers. And remember, too, that Dell 
Modern Magazines select the top-quality 
audience in the screen-romance field! 


DELL PUBLISHING COMPANY, INC. 
World’ s Largest Publisher of Mass Magazines and Books 
149 Madison Avenue, New York 16, N. Y. 


MODERN SCREEN © MODERN ROMANCES © SCREEN ROMANCES 
THE ONLY 9 WOMEN'S GROUP MAGAZINES WITH OVER 1,000,000 CIRCULATION AT [9% A copy! 
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Fight Fires for 


More Pulpwood, 
Va. Paper Urges 


Petersburg, Va., April 3.—The 
weekly Southside Virginia News 
devoted its entire 24-page March 
22 issue to the two-fold effort of 
forest fire prevention throughout 
the state and the consequent con- 
servation of pulpwood and lumber 
so vitally needed by our armed 
forces. 

The first page carried an edi- 
torial, “Who Said, You Can’t Eat 
Your Cake and Have It Too?’’, to 
explain what many might point 
out as inconsistency between in- 
creased “production” of wood and 
“conservation” of forests. Keep- 
ing forest fires out of woods and 
careful cutting of the right kind of 
trees by the wood industries and 
private owners is the answer, says 
the editorial, thus meeting war- 
time demands without destroying 
the future supply. 

More than half of the local ad- 
vertisers devoted copy to forest 
fire prevention and the urgent 


Articles 


need for pulpwood and timber. 
throughout the paper 
stressed these points, adding facts 
on the importance of wood and 


|other forest products for postwar 


|housing, how more than 80% 


of 
the pulpwood and lumber pro- 
cessed in Virginia goes into vital 


war uses, both military and for 
essential civilian requirements, 
etc. 


Copies of the special issue were 
sent to other newspaper publishers 
by W. P. McGuire, president and 
editor, with a letter closing as fol- 


lows: “Pulpwood is short, and 
newsprint is short. Newsprint can 
be used effectively to increase 


pulpwood production. Without 
pulpwood we who publish could 
not publish. . .” 


Blue Office Moved 


The central division of the Blue 


Network has leased office space 
in the Opera building, 20 N. 
Wacker Dr., Chicago, and will 
shortly move the network, local 


and co-op sales, and sales service 
and promotion departments to the 
new location. Other departments 
will remain in the Merchandise 
Mart. 


Grapefruit Drink 
to Hit Public in 
Eye Via 1945 Ads 


Beverly Hills, Cal., April 3.— 
Featured by the calculated-non- 
sense cartoons of VIP, the Squirt 
Company beginning in July will 
use color and_ black-and-white 
magazine advertisements and 24- 
sheet posters in its 1945 campaign 
for the grapefruit drink that’s “in 
the public eye.” 

Spearheading the 1945 program 
of the seven-year-old bottled 
drink company will be the con- 
sistent use of color columns in 
Collier’s and Liberty, with black- 
and-white insertions in The Amer- 
ican Weekly. All of the ads and 
the poster are based on cartoons 
by Virgil Franklin Partch, the 
cartoonist well known as VIP. 

Gordon Vizard, advertising man- 
ager of the Squirt Company, said 
that “A significant thing about 
Squirt bottlers’ reaction to our 
use of VIP cartoons in our na- 
tional program this year is the 
fact that many of them have re- 


> 


quested mats adapting our maga- 
zine treatment for use on the 
comic pages of their local news- 
papers.” 

Concurrent with the announce- 
ment of Squirt’s U. S. campaign, 
the company said it is now repre- 
sented in all of Canada by the 
Squirt Company of Canada Ltd., 
headed by Sanford M. Treat. The 
Canadian unit is now placing ad- 
vertisements soliciting Canadian 
franchise inquiries, in bottler trade 
publications, 

Agency for the Squirt Company 
is Davis & Beaven, Los Angeles. 


Byers Explains 
‘Radiant Heating’ 


A. M. Byers Company, Pitts- 
burgh, manufacturer of tubular 
products and one of the pioneer 
manufacturers of wrought iron for 
the “radiant heating” type of 
space heating, has issued a 52- 
page booklet on the history and 
practical application of the heating 
system. The pages contain prac- 
tical information with drawings, 
to enable architects, engineers or 
heating contractors to install the 
system from the book alone. 


Remember 1936? A second term and nine years ago. 
That’s when Cloverland Farms Dairy* started on 
Baltimore’s Big Home Town Station WFBR. It was 
natural that the Cloverland people—home town boys 
who grew from small beginnings to Baltimore’s biggest 
independent dairy—should turn to WFBR. 


Since then Cloverland has consistently been on 
WFBR in programs of their own or on WFBR’s 
specials—such as Club 1300. Right now they have 


MEMBER — MUTUAL BROADCASTING SYSTEM @ NATIONAL REPRESENTATIVE — JOHN BLAIR & CO. 


...or how to win the 
Baltimore market ! 


the 5 minute news period on Club 1300 six days a 


week at 11 A.M. 


Remember the above facts when people start 
talking about RESULTS in Baltimore! Yes, if you 
want to know what to buy in Baltimore . .. buy what 
the successful home town boys have always bought 
| fee 


and are buying today...W... 


ree See 


*Agency: Katherine H. Mahool, Advertising 


Advertising Age, April 9, 1945 


FOR A RIGHT START—Supporting the 
“Give Your Baby the Right Start in 
Life’ theme of National Baby Week, 
April 28-May 5, Gerber Products Co., 
Fremont, Mich., is offering retailers this 
special point-of-sale advertising de. 
signed to dramatize their displays of 
baby foods. The free material includes 
posters, window strips and over-the- 
wire hangers. Federal Advertising 
Agency, New York, handles the account, 


Council on Candy 
Seeks $500,000 
for Ad Campaign 


Chicago, April 4.—The Council 
on Candy of the National Confec- 
tioners’ Association will open a 
drive in mid-April to raise $500,- 
000 among members of the con- 
fectionery industry to finance the 
second year of the council’s current 
two-year $1,000,000 program to 
build a larger postwar market for 
candy. 

Council ads in general maga- 
zines, medical and trade publica- 
tions, and in Sunday newspaper 
supplements stress principally the 
nutritive value of candy. The ac- 
count is handled by Leo Burnett 
Company and, in medical and home 
economics magazines, by L. G. 
Maison & Co., both of Chicago. 

S. H. Cady Jr., coordinator of 
the fund campaign, says the cam- 
paign will be opened by mailing 
of a booklet, titled ‘“‘Candy Estab- 
lishes Beach-Head,” to candy man- 
ufacturers. In addition to review- 
ing the ad program, it will outline 
the council’s plans for consolidat- 
ing the “beachhead” gained to date 
and will reproduce, in black and 
white, some of the ads prepared 
wed publication next summer and 
all. 

Enclosed with each booklet will 
be a pledge blank, giving the yard- 
stick for subscriptions from vari- 
ous divisions of the industry. 
Although regional campaign man- 
agers have been appointed and 
meetings have been scheduled in 
some cities, it is expected that 
most of the $500,000 will be raised 
by mail. 


Joins Mathes Copy 

Molly Armstrong, recently with 
Frederick Stearns & Co., Detroit 
division of Sterling Drug, Inc, 
has joined the copy department of 
J. M. Mathes, Inc., New York. 
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Allis-Chalmers 
Tells Its Foremen 
How to Help Vets 


Milwaukee, April 3. — Allis- 
Chalmers Mfg. Company has pre- 
pared an attractive 40-page 
pooklet, “You and the Returning 
Veterans,” for distribution to its 
foremen as a guide to helping 
service men who return to their 
old jobs or to new ones. 

Prepared with the assistance of 
the Wisconsin Society for Mental 
Hygiene, the booklet is intended 
to aid mentally and physically 
ailing veterans, as well as those 
not handicapped, and to help fel- 
low workers get along well with 
veterans. 

It emphasizes that the foreman 
is the key man in the successful 
return of the veteran to his job; 
that the understanding and 
warmth of the foreman’s welcome 
and treatment will help him re- 
adjust at work, at home and in 
the community. It points out that 
the average service man does not 
want to be coddled, is able-bodied 
and well-disciplined, and should 
be treated as an individual and not 
allowed special privileges. 

The foreman is told that even 
the worried and nervous veterans 
should not, for their own good, be 
sheltered too long. It gives in 
detail the “logical’? causes why 
five veterans worried after getting 
back to work and how these wor- 
ries were dissipated by sensible 
help from foremen. It then illus- 


trates several cases’ involving 
seemingly illogical worries, dis- 
couragement, nervousness, and 


even physical troubles, with solu- 
tions arrived at by foremen or 
other plant officials.’ 

It also calls attention to the 
company’s veterans’ placement 
committee and special employes 
whose assistance may be obtained 
in such cases, and points out that 
“full use of this special staff of 
supervisors will assure veterans of 
the rights and benefits due them 
under our reinstatement policy.” 

The company has already em- 
ployed 1,100 veterans. The book- 
let is available to employers or 
groups interested in rehabilitation 
of service men, 


DRAVO GIVES BOOKLET TO 
EMPLOYES LAID OFF 


Pittsburgh, April 4. — An un- 
usual job of company institutional 
promotion has been achieved by 
Dravo Corporation, peacetime 
builder of ships, barges and har- 
bor equipment, employing 2,000 
workers, and during the present 
war an employer of up to 25,000 
workers engaged in building ships 
for the Navy. 

The company has had contracts 
for ships totaling $490,000,000. As 
these contracts have been termi- 
nated, lay-offs have been neces- 
sary. Beginning recently, as men 
and women have been laid off, 
they have been receiving from the 
company a 64-page booklet, con- 
taining many photographs, telling 
the Dravo story—how it pioneered 
in the welding technique, was the 
first company in the United States 
to get the Army-Navy “E” award, 


how its Wilmington and Neville 
Island shipyards were expanded, 
the types of ships produced and 
their use by the Navy in various 
theaters of war, and the contribu- 
tion of various groups of employes 
in the production picture. 

V. B. Edwards, president, in a 
foreword, explains that the com- 
pany compiled the booklet “as a 
form of souvenir, for those who 
wish to take with them a few re- 
minders of a period which we 
hope has been both a happy and 
an interesting one.” 


Weiler to Hazard 


Joseph F. Weiler, formerly 
printing production manager of 
the Research Institute of America, 
has joined the staff of Hazard Ad- 
vertising Company, New York. 


Sigerson to Mathes 


Richard L. Sigerson, formerly 
with Western Electric Company 
and International News Service, 
both New York, has been ap- 
pointed director of public relations 
by J. M. Mathes, Inc., New York. 


To Lorenzen & Thompson 


The Nassau Daily Review-Star, 
Hempstead Town, L. I., has ap- 
pointed Lorenzen & Thompson, 
Inc., New York, as its national ad- 
vertising representative. 


Name Morton Freund 
Rainfashions Fifth Avenue, 
maker of Koroseal rainwear for 
women; Joseph A. Kaplan, Inc., 
Koroseal shower curtains; and 
Deitsch Brothers Leather Goods 
Corporation, all of New York, have 
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appointed Morton Freund Adver- 
tising Agency, New York, to han- 
dle their accounts. 


SOLD! SOLID! + SOLD! SOUND! | 


Ross Frevens 


Special Edition 
solid and 


PORTSMOUTH, NEW HAMPSHIRE 


This is TOLEDO 


...and this is JONES JUNIOR HIGH 
“The Best Junior High in Toledo’’ 


For some time now, 


Sailors and 


other junior high schools, Robin- 


~ 


JONES JUNIOR HIGH SCHOOL SONG 


Marines throughout the Pacific and 
elsewhere have taken to their hearts 
the song “Three cheers for Jones 
Junior High, It’s the best junior 
high in Toledo,” 
knowing more about it have been 


and without 


questioning whether there really 
is a Jones Junior High. 


To set all doubts at rest, The 
Blade is happy to print herewith a 
picture of Jones Junior High as well 
as the official first verse of the song. 
Loyal supporters of Toledo’s two 


son and Point Place, might put up an 
argument about Jones being the best 
junior high in Toledo—so let’s just 
say that it’s one of Toledo’s many 
fine schools, part of a school system 
of which Toledo is really proud. 


And we in Toledo are glad that 
the song of this school, named for 
Samuel M. Jones, Toledo’s famed 
“Golden Rule’’ Mayor, has received 
such ready and hearty recognition 
by the gallant men of our Navy and 
Marine Corps. 


Written by Marjory Stottler 
Class of 1931 


Three cheers for our Jones Junior 
High! 

It’s the best junior high in Toledo! 

Our colors of blue and of gray 

Are the emblems of truth and faith; 

We'll fight for the right, not the 


wrong, 

For our school, our faculty, and class- 
mates. 

Stand out! Face the world! Come on, 
Jones! 


We'll be true blue! We'll stick to you! 
Our school forever! 


If you’d like a complete copy of the Jones Junior High 


4 
aoe \ 


Song, The Blade will be glad to send it on request. 


— TOLEDO BLADE 


IED One of America’s Great Newspapers 
- REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


NEWSPAPERS ARE ALWAYS THE BEST ADVERTISING MEDIUM 
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Permission Granted 

To the Editor: Confirming our 
telephone conversation, we should 
like permission to reproduce the 
article entitled “Motor Makers 
Map Plans for Future Sales| 
Growth,” appearing in the April| 
2 issue of ADVERTISING AGE for | 
distribution to our membership. 

Proper credit will, of course, be 
given to ADVERTISING AGE on this 
reproduction. 


A. W. JOHNSON, 
American Finance Conference, 
Chicago. 


ez a. 

Misses Ads in Pony 
Editions of Magazines 

To the Editor: We, being in a 
combat area, are fortunate enough 
to receive copies occasionally of 
the latest magazines, such as Life, 
Click, The Saturday Evening Post, 


Collier’s, etc. free of charge 


This department is a reader’s forum. Letters are welcome. 


through the Special Service Sec- 
tion of the U. S. Army. These 


most front-line soldiers, for they 
are received within a reasonable 
time period after their publica- 
tion. However, I have one sug- 
gestion to make for improving 
this service. 

Why omit all advertising mat- 
ter from these publications? There 
are a few of us who enjoy look- 
ing at ads showing the inside of 
the house after the new paint job, 
the new electric toasters and wash- 
ing machines which will be ours 
after the war, and the “pin-up- 
girls” in the $5.95 dresses. Yes, 
some of us are even interested in 
seeing and reading about the col- 
ored ties and pointed shoes we ex- 
pect to return to, for these are 
the things we’re fighting for. 

As we sit in a foxhole eating 
a can of C rations there are some 
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lof us who would really enjoy 
those ads 
‘are indeed greatly appreciated by |chops flavored with mustard and 


depicting steaks and 
ketchup. As we “sweat it out” 
there are some of us who’d like 
an ad of those ice cream sodas 
and soft drinks we once enjoyed 
and soon hope to enjoy again. 

Let’s not bar the front-line sol- 
dier from the news of the adver- 
tising world. An ad is a “morale 
builder” to some of us. 

Prc. WILLIAM ARTHUR LEIER, 

c/o Postmaster, New York. 


7+ FT F 
The Hub Helped, Too 


To the Editor: It was interest- 
ing to see a reproduction of the 
Baltimore & Ohio’s ad “I have 
served. ...” in the April 2 issue. 
Congratulations to them and to 
Mr. MacLellan. 

The Hub, Henry C. Lytton & 
Co., published a similar message 
in the Chicago Herald-American 


of Jan. 18, the day after the Her- 
ald-American started its initial 
promotion to develop public rec- 
ognition for the Honorable Dis- 
charge Service pin. 

I thought you might like to 
know this as a matter of record. 

FRANK H. KEMPER, 

Advertising Manager, 

The Hub, Henry C. Lytton & 

Co., Chicago. 


7 v 
Small Unit Effective 
To the Editor: Combining dig- 
nity and eye-catching design in 
bank advertising is the achieve- 
ment of the current series of Cali- 


fo care for imdustrnial 


fornia Bank ads running in news- 
papers and other publications. 


Copy is brief, concise and set in 


aN late November, KYW listeners have 


been welcomed to “Harmony Hall” every 


Wednesday evening, at 7:30. Strawbridge and 


Clothier, one of America’s great department 


stores, sponsors thirty minutes of delightful 


music by a 25-piece orchestra, a mixed chorus 


of sixteen voices, and guest soloists. 


“Harmony Hall” is the first program of 
its kind to be sponsored by a Philadelphia de- 


partment store. KYW was the natural choice 


for this production, offering as it does the 


WESTINGHOUSE KYW 
———— an 


1619 W 


KYW 


A 


usual Westinghouse combination of fine facili- 


ties.. equipment, talent, 


producers, an- 


nouncers, and engineers.. for major program- 


ming. These concerts are notable additions 


to other distinguished local programs, as well 
as NBC productions, on KYW. 


The living-room chair is 


now a front-row 


seat for “Harmony Hall” every Wednesday 


evening at 7:30, in the thousands of homes in 


Philadelphia and its environs served by 
Strawbridge & Clothier and KYW. 


WESTINGHOUSE RADIO STATIONS Inc 


WBZ + WBZA 


* KDKA «© WOWO -: 


KEX «© KYW 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 
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handsome and readable type. The 
use of plenty of white space adds 
perceptibly to the attractiveness of 
the advertisements. 
Ad Manager Rod MacLean, of 
California Bank, has proven effec. 
tively that even when compara- 
tively small space is available, ads 
may be dignified, have visua] 
value and register solidly. 

- ARTHUR MAYERs, 
The Mayers Company, Los 
Angeles. 

vvey 


Upholds Chicago's Total 
in Public Relations 


To the Editor: The March 19 js. 
sue of ADVERTISING AGE got around 
to members of my staff before | 
had a chance to see it, because |] 
have been out of town. 

Opposite the headline, ‘“Indus- 
tries Seek Outside Public Relations 
Counsel,” one of my staff members 
appended the following phrase jn 
red pencil... “and west of New 
York lies the United States.” 

I am just wondering whether 
this is the first of a series of 
articles to be carried concerning 
the geographical locations of pub- 
lic relations firms or whether your 
New York writer has limited his 
worldly travels to the eastern en- 
trance of the Holland Tunnel. At 
any rate, Larry Selz, Ted Sills, 
Bill Harshe, Frank Rand, Howie 
Mayer, Dick Smith and some of 
the rest of us in Chicago will con- 
tinue to find consolation in the fact 
that at least our clients recognize 
our existence and, after all, I guess 
the most important thing is to 
have the clients recognize it, for 
they pay the bill. 

I do not want to invite a com- 
parison that the dollar volume of 
all the public relations firms head- 
quartering in Chicago would ex- 
ceed that of all the public relations 
firms headquartering in New York. 
However, I would be willing to lay 
you a substantial wager that there 
are some Chicago firms whose dol- 
lar volume and. . . perhaps the 
quality rather than the quantity of 
clients would greatly exceed some 
of the firms that have been hon- 
ored by mention in Mr. Granitz’s 
story. 

In the event you should some- 
time decide to carry your story to 
the effect that Chicago also has 
some public relations firms, it 
might also be said that their clients 
are not limited to the confines of 
Cook County but that some of 
them have even reached across the 
Hudson and some to the Pacific 
Coast in peddling their wares. 

Jos. W. Hicks, 
President, Jos. W. Hicks Or- 
ganization, Chicago. 
+ 2 = 


Science of Advertising 
Called Possible 


To the Editor: Frederic R. 
Gamble’s bulletin so strongly rec- 
ommending “better advertising,” 
as reported in your Feb. 26 issue, 
puts the finger on more than the 
essential of better advertising. It 
brings up again what can and will 
make better advertising. Your 
editorial, ‘Advertising Can Be 
Better,’ March 12 issue, including 
reference to Chairman Allen L. 
Billingsley’s revealing comments at 
the ANA November convention, 
emphasizes conclusively that what 
Mr. Gamble advocates must be 
done. 

The movement started is admi- 
— The time is most appropr!- 
ate. 

It is not, however, new to old 
timers. Fifty years ago, and about 
each decade since, the same in- 
tent and purpose were and have 
been initiated and somewhat pro- 
grammed; but, seemingly, to no 
avail. 

Failure to so establish advertis- 
ing practices and bring advertising 
to its proper point, and despite 
repeated efforts laid down, has 
been largely because advertising 
has been left loose to the mere 
opinion and whim of anyone with 
a hand in advertising, and to the 
self-assuming privilege of differ- 
ing in mere opinion and whim; 45 
well as violating rules of g004, 
correct advertising—more than 
that, violating rules of good busi- 
ness. 

The same danger in the present 
noble intention is likely to remala, 
unless a definite and concrete bas!s 
to constitute correct advertising § 
established; and that definite, con- 


crete basis given as the one for 
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all to follow. And it can be done. 
Advertising can and should be 
Call it 


However, it must be more 
than that. Advertising can be 
prought down to specific, scientific 
pasis, and thus up to specific, sci- 
entific standard. That does not 
mean involved, entangling, head- 
throbbing tubes of intricacies. The 
science of advertising becomes of 
obvious, plain, simple fundamen- 
tals and factors, relations and rules 
and reactions, and which can be 
effectively followed universally, 
by anyone and everyone, for every 
business and commodity and good 
purpose. And thus advertising 
correctness can be arrived at. 

Hundreds of advertising people, 
including top men, will disagree 
that advertising is or can be for- 
mulated a science. Too many non- 
conclusive elements are parts of 
advertising, one will argue. All 
sciences have, or nad, innumerable 
non-conclusive elements. Science 
has made those elements conclu- 
sive; and advertising, in its prac- 
tical sense, has comparatively few 
non-conclusive elements. Cannot 
become a science because ever 
changing. 

All sciences contend with con- 
tinual changes; but the basic fun- 
damentals remain. Advertising is 
an intangible, deals with intangi- 
bles, etc. Advertising is not an 
intangible, and does not deal with 
intangibles. Advertising has known 
factors, in its cause and effect, and 
the science of advertising can 
enumerate them completely, leav- 
ing nothing any more of the in- 
tangible. As a science, it will de- 
stroy individual style and method, 
etc., confining all advertising to a 
drab sameness. That is untrue; 
for a major element in the science 
of advertising is that of powerful 
individuality. 

What authority have we to 
whom we can assign the right to 
establish this science, and so re- 
liably follow? The good, common 
sense judgment of any group of 
honest, intelligent advertising men, 
surrounded as they are with the 
obvious fundamentals, facts and 
factors of advertising, plus busi- 
ness science, can be the authority. 
And so can it be argued against 
endlessly; but refuted, success- 
fully. 

The truth is that the science of 
advertising does now exist, and is 
practiced by some. It remains to 
be charted and brought to a point, 
and to establish it as the authori- 
tative working basis for all adver- 
tising men and women and adver- 
tisers, for that “better advertising” 
to which Mr. Gamble so creditably 
referred. 

Charted and brought to its point, 
the science of advertising, by its 
very motive and purpose, its con- 
tent and value, will not be re- 
sented, but accepted, willingly. 
And we will then have a valid 
standard to follow; and impel, if 
not compel, adherence to. 

Other than that, as with past 
efforts, advertising is in danger of 
being left loose to the mere opin- 
ion and whim of anyone with a 
hand in advertising, and to the 
self-assuming privilege of differing 
in mere opinion and whim; con- 
Unuing to violate rules of good 
and correct advertising, and rules 
of good business—all to the con- 
Unued detriment of advertising. 

FRANK G. EFFINGER, 

Frank Effinger Advertising 

Agency, Milwaukee, Wis. 


Saving Space 


To the Editor: We haven't 

reached this point yet but if the 
Paper shortage gets any worse we 
May have to resort to something 
ike the following. 
. The writer figures the elimina- 
“On of word spacing will save 250 
newspaper lines per page or about 
one in every ten pages of editorial. 
Since most words are familiar the 
tye grasps them as a unit so that 
‘pacing is really not needed. Try 
us on your optics and remember 
the message: 

Youcouldknownogreatersatis- 
actionthanmaybefoundinthe 
knowledgethat YOURBLOODcon- 
vertedtopreciousplasma, willbe 
Swingthroughtheveinsofan 
AMERICANherowhoseverylifeit 
‘aved. Hemightbeyourownsonor 
brother ornephew.Lackofthatblood 
maymeanhisfailuretocomehome 
alive. Don’tputitoff.Arrangeforan 


appointmenttodaytogiveyourblood 
totheRedCrossBloodBank. 
Harry S. JOSEPH, 
Harry S. Joseph Advertising 
Agency, Indianapolis. 


Rejoins Alley & Richards 

Capt. Joseph T. Coenen, a part- 
ner of Alley & Richards Com- 
pany, Boston, and with the Air 
Forces since early 1942, has re- 
joined the agency as creative and 
contact man. The agency recently 
appointed Paul Cavanagh, account 
executive, and J. L. Sanderson, 
art director. 


Union Dime Opens Drive 

The Union Dime Savings Bank, 
New York, through Cecil & Pres- 
brey, Inc., New York, has launched 
a continuing campaign of 150-line 
insertions in newspapers, plus 
transit advertising, tying in with 
the OWI’s planned spending and 
savings drive. Copy will illustrate 
an 1859 dime (the year the bank 
was founded) and a new 1945 
dime, with readers told, in succeed- 
ing ads, “A Dime in Time Makes 
Nine,” and “The Dimes You Save 
Today Make Dollars to Use To- 
morrow.” 


Tide Water Elects 


Robert E. Ryerson, formerly 
general sales manager and recently 
acting head of the eastern sales 
division of Tide Water Associated 
Oil Company, has been appointed 
a vice-president. 


Carson Succeeds Keener 


Dean E. Carson has been _ap- 
pointed director of business re- 
search of B. F. Goodrich Company, 
Akron, succeeding Ward Keener, 
who becomes assistant to the pres- 
ident. 


CHURCH PROPERTY 


ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 
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“Throughout the 
TVA Than Anything Else 


TVA transformed a destructive river 
causing millions of dollars flood dam- 
age annually into a chain of peaceful 
lakes now constituting the largest 
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- From all over the world, engineers have come to Knoxville 
to study TVA’s achievements. The Wall Street Jcurnal 


Beside low-cost 
TVA created h 


have made the 


gable for 650 miles. 
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recently listed projects already planned in India, Russia. 
China, Great Britain, South America, Poland and French 
- West Africa directly modelled afte: TVA. India will build 

a mile-long dam on the Codayaris River to irrigate millions 

of acres, plus another vast project on the Upper Ganges. 
Besides projects ta Brazil, Chile, Pere and Mexico, Ura- 

guay is building a great dam to furnish current for Monte- 
video! Russia is building 13 big dams and China will 
create TVA’s on four of her rivers. To o war-torn world 
faced with the problem of rebuilding iteclf, TVA is the 
most striking example that large-scale efficient planning of 


great national works is possible in a democracy. 


As the heart of the TVA system, the development wrought 


in Knoxville has been almost miraculous. Such immense 
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conservation, reforestation, parks, 
recreation areas. Its 20 giant dams 
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World There Is More Interest In 


Being Done in 


power, flood-control, 
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Tennessee River navi- 
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industries as DuPont, Eastman, Union Carbide, Aluminum — 


America’ 


Some of the largest factories in th 
world have moved to Knoxville to us] 
TVA power, transforming it into 

huge industrial area. Their enormot 
payrolls have brought incredibl 
prosperity. 


Co. of America, Reynolds Metals, Rohm and Haas ate 


located in Knoxville now to utilize TVA power. No Won 


der Knoxville was FIRST IN AMERICA IN RETA 


SALES GAINS .. 


_. FIRST IN DEPAR rMENT STORE SALES GA 
( Based 


the 1944! 


for year 


indices. } 
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CED Will Serve 
Business Papers 
Via New Panel 


New York, April 4.— Through 
the formation of a business pub- 
lications action and advisory com- 
mittee, the Committee for Eco- 
nomic Development will serve 
“publications which cover every 
field of commerce, industry and 
the service trades,” Paul G. Hoff- 
man, CED chairman, has an- 
nounced. 

Under the chairmanship of John 
H. Van Deventer, president, Iron 
Age, the new CED committee will 
supply about 888 trade publica- 
tions and magazines and 954 house 
Organs with specially slanted ma- 
terial to assist in developing post- 
war employment, as well as tech- 
nical information on economic 
problems. 

More than 600 business publica- 
tions in this country have offered 
to cooperate with the committee, 
Mr. Van Deventer reports, and “‘are 
banded together to assist in con- 
veying information ... of the de- 
veloping activities of this organ- 
ization” and in helping spread it 


to employes, fellow workers and 
customers. 

The committee, in addition to 
disseminating material from CED 
and its 2,200 local units, will also 
act as clearing house for the best 
ideas business papers are already 
using to stimulate planning for 
postwar expansion. 

Mr. Van Deventer added that a 
“mechanism” is now being set up 
to brief the information sent out 
and “slant it” along the lines of 
each specialized publication. Later, 
the committee will be supple- 
mented by area groups in centers 
of publication. 


Committee members are: Ed- 
ward H. Ahrens, Hotel Manage- 
ment; Carl W. Dipman, Progres- 
sive Grocer; Charles Downes, Dis- 
tribution and Warehousing; Samuel 
O. Dunn, Railway Age; Julius Elf- 
enbein, House Furnishings Review 
and Linens and Domestics; Wil- 
liam W. Gothard, Institutions 
Magazine; George T. Hook, Com- 
mercial Car Journal; W. E. Irish, 
Industrial Equipment News; L. E. 
Jermy, Machine Design; James G. 
Lyne, Simmons - Boardman Pub- 
lishing Company; H. J. McKeever, 
Roads and Streets; John W. Mc- 
Pherrin, American Druggist; Har- 


old H. Rosenberg, Practical Build- 
er; Earl Shaner, Penton Publishing 
Company; George F. Taubeneck, 
Air Conditioning & Refrigeration 
News; Paul Trimble, National 
Cleaner & Dyer; Ernest Trotter, 
Printing; Ralph E. Turner, Power 
Plant Engineering, and Rex Wad- 
man, Diesel Progress. 


Local News Has Most 


Appeal, Bureau Reports 

Despite the appeal of world and 
national news, local news is still 
more desirable, declares the Bu- 
reau of Advertising, ANPA, in a 
brochure, “It’s the Local Touch,” 
based on five and a half year’s 
findings of the Continuing Study 
of Newspaper Reading conducted 
by Advertising Research Founda- 
tion. 

From 24 different reports out of 
the 77 made since July, 1939, the 
Bureau compares both men’s and 
women’s reading of the banner 
war stories of the day with the 
attention paid local news and fea- 
tures. In each case the front pages 
are reproduced alongside pages 
carrying an outstanding local story, 
with readership ratings given for 
each. 


MORE POWER TO POWERMEN! 


Maybe you’re connected with a power 
company doing radio advertising, and have 


of 44% ! 


the problem of using words .. . words... 


words to make your commercials interest- 


ing and memorable. 


Sir—with Sonovox, you could simply count 
from one to ten, and fascinate your listen- 
ers! You could speak with the actual voice 
of electricity. And your audience would 
remember your name and your program, 
because Hooperratings prove that Sonovox 


WRIGHT- SONOVOX, INC. 


CHICAGO: 180 N. Michigan 
Franklin 6373 


NEW YORK: 444 Madson Ave. 
Plaza 5-41 30 


How about 


increases sponsor identification an average 
People listen to Sonovox! 


a whirring, roaring dynamo 


saying “I am Dynamo! I am Power!” Do 
you think that would stop listeners better 


than—oh well, you know the alternative! 


Now Sonovox is available not only for big 
national shows, but also for a few care- 
fully-selected, blue-ribbon local accounts in 
key markets. 
us a line today. Auditions gladly arranged. 


If you want the facts, drop 


“Talking and Singing Sound” 


FREE & PETERS, INC., Exclusive National Representatives 


SAN FRANCISCO: 111 Swfter- 
Sutter 4353 


HOLLYWOOD: 633: Hollywood 
Hollywood 2151 


ATLANTA: 322 Palmer Bldg. 
Main $667 


Advertising Age, April 9, 1945 


Current Network Hooperatings 
March 30 Network Evening Program Audiences 
MOST LISTENERS PER SET 


Program Total Sponsor 
1. Blondie 3.21 Colgate-Palmolive-Peet Co, 
2. Fannie Brice 3.20 General Foods 
3. Jack Benny 3.13 American Tobacco Co. 


Most Men: Boxing Bout (M. 
(Gillette) 
Most Women: 


Most Children: 


Bettina vs. J. Bivins) 1.15 


Nelson Eddy, with 1.73 (Electric Companies) 
Lone Ranger, with 1.14 (General Mills) 


Blondie, with 1.14 (Colgate-Palmolive-Peet Co.) 
MOST SETS IN USE 


1. Monday, 9-9:15 p.m., EWT..... 


Programs: Jerry Wayne Show (Borden Co.) 
Radio Theater (Lever Bros.) 
Gabriel Heatter (R. B. Semler) 
Telephone Hour (Bell System) 


2. Wednesday, 9-9:15 p.m., EWT.. 
Keep Up With the World (Elgin Watch Co.) 


Programs: 


Frank Sinatra (Sales Builders, Inc.) 
Gabriel Heatter (R. B. Semler) 
Eddie Cantor (Bristol-Myers Co.) 


3. Monday, 9:30-9:45 p.m., EWT.. 


rn EEE REALE CLT eee 43.8 


Programs: Victory Parade of Spotlight Bands (Coca-Cola Co.) 
Radio Theater (Lever Bros.) 
Telephone Hour (Bell System) 
Story Teller (Esquire, Inc.) 


HIGHEST SPONSOR IDENTIFICATION 
Radio Theater, 9-10 p.m., Monday, with 88.9; Correct Product 88.8, 


Other 0.1 (Lever Bros.) 


FIRST FIFTEEN EVENING PROGRAMS 


Net- 
Program Sponsor Product work Rating 
Bob Hope Pepsodent Division, 
Lever Bros. Co. Various Products NBC 29.5 
Fibber McGee and Molly S. C. Johnson 
& Son NBC 28.9 
Radio Theater Lever Bros. Co. Lux Soap & Flakes CBS 25.6 
Screen Guild Players Lady Esther Ltd. CBS 24.0 
Walter Winchell Jergens Co. Jergens Lotion Blue 23.8 
Mr. District Attorney Bristol-Myers Co. Vitalis and Ipana NBC 23.2 
Abbott and Costello R. J. Reynolds Co. Camel Cigarets NBC 20.1 
Bing Crosby Kraft Cheese Co. Velveeta, Philadel- 
phia Brand Cream 
Cheese NBC 20.1 
Kay Kyser Colgate-Palmolive- Palmolive Soap, Col- 
Peet Co. gate Tooth Paste NBC 19.9 
Joan Davis with National Dairy Sealtest TBC 19.7 
Jack Haley 
Charlie McCarthy Standard Brands Chase & Sanborn and 
Royal Desserts NBC 19.2 
Eddie Cantor Bristol-Myers Co. Trushay and 
Sal Hepatica NBC 17.9 
Jack Benny* American Tobacco Lucky Strike 
Co. Cigarets NBC Fe | 
Amos and Andy Lever Bros. Co, Rinso NBC 17.0 
Take It Or Leave It Kversharp, Inc. CBS 16.4 


*When second Pacific 


broadcast is included Hooperating becomes 19.7. 


Woodworth Named 


Ernest J. Woodworth, formerly 
with the Sweets Catalog division 
of F. W. Dodge Corporation, New 
York, has been named advertis- 
ing manager of Auth Electrical 
Specialty Company, New York, 
maker of industrial and commer- 
cial signaling systems. 


White Forms Agency 

James D. White has resigned as 
display advertising manager of the 
Daily Tribune, Ames, Ia., to devote 
full time to the J. D. White Adver- 
tising Agency, Ames, which will 
handle food accounts only. 

Marian Stanley will succeed Mr. 
White as display advertising man- 
ager and Wilma Engen becomes 
classified manager of the Daily 
Tribune. 


‘Traffic World’ Changes 


Traffic World, Chicago, has 
changed its format, effective im- 
mediately, and is now accepting 
advertising for three-column 
makeup. Editorial departments and 
features have been redesigned to 
fit the new format. 


Knauer Promoted 


Harley L. Knauer has been ap- 
pointed merchandising manager of 
Standard Laboratories, newly or- 
ganized subsidiary of William R. 
Warner & Co., New York, to dis- 
tribute its proprietary drugs and 
toiletries. He was formerly a spe- 
cial representative for Warner, 
and before joining the organiza- 
tion in 1937, was district manager 
of Nestle Le-Mur Company, New 
York. 


A IMPOSING group of Successful advertising executives 
and advertising agencies find this a lucky number. It en- 
ables them to usea service consisting of ad-setting, engraving, 
and printing—all under one roof...Specially trained men are 
always on their toés to serve you so well that you will come 
back again. We-can lighten your burdens—and at the same 
time produce befter and more profitable printing for you— 
at a saving of time; trouble and money. Phone Whitehall 2300 


FAITHORN 
CORPORATION 


AD-SETTING + ENGRAVING « PRINTING 
400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 2300 
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Consumer Durable 


Goods ‘Capital’ 


Rising, Says Study 


New Concepts of 
Value of Credit 
Are Developed 


Washington, April 4. The 
value of American consumers’ 
holdings in durable goods has 
risen steadily during the war, 
Drs. Reavis Cox and Ralph F. 
Breyer, University of Pennsyl- 
vania, point out in “The Economic 
Implications of Consumer Plant 
and Equipment,” a study in the 
economics of instalment buying, 
just published by the Retail Credit 
Institute of America, here. 

The study emphasizes, however, 
that “the consumer faces a capital 
reconversion problem similar in 
some ways to the country’s manu- 
facturing and distributing plant. 
As in ‘production’ so in ‘consump- 
tion’ there is a ‘plant’ that must 
be maintained, and built up, if 
living is to be carried to higher 
levels. This “consumer capital” 
has been permitted to waste away 
during the war and must be re- 
built; it must be enlarged to catch 
up with the growth of the popula- 
tion, even if no allowance is made 
for improved standards of living.” 

On the other hand, the authors 
show that “fon Jan. 1, 1940, the 
consumer capital embodied in such 
goods . . . amounted‘to $22.8 bil- 
lion. At the beginning of 1943 
the aggregate value of these types 
of consumer capital held by or for 
consumers had risen to $32.4 bil- 
lion. 


12% Increase Despite War 


“A substantial part of this in- 
crease must be attributed to 
changes in price rather than 
changes in physical quantities. 
However, when 1943 holdings are 
deflated to 1939 prices they drop 
only to $25.4 billion. It is a 
striking commentary upon the eco- 
nomic strength of this country and 
upon its economic handling in the 
midst of a great war that the con- 
sumers’ investment in durable con- 
sumer capital other than housing 
could be increased over a period 
of three years by nearly $3 bil- 
lion, about 12% when measured 
in stable dollars.” 

Measured in 1939 dollars, tables 
show that the only consumer dur- 
able goods commodity lines which 
“suffered a decrease in investment 
in the three-year period” were 
new cars, tires and tubes, and 
pianos and other musical instru- 
ments. 

In terms of 1939 dollars their 
investment in new cars declined 
from $6,321,800,000 on Jan. 1, 1940, 
to $5,894,100,000 on Jan. 1, 1943; 
in tires and tubes from $323,600,- 
000 to $163,300,000; in pianos and 
other musical instruments from 
$877,300,000 to $827,300,000. 


Other Goods Increase 


Consumer investment in jewelry 
and watches in this period is esti- 
mated to have grown from $2,137,- 
100,000 to $2,377,000,000; in house- 
hold equipment—including furni- 
lure, floor coverings, electric ap- 


TELLER 
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“After listening to WFDF Flint, 
President bought an extra 


E-Bond.” 


ee 


pliances, and cooking and portable 
heating equipment — from $11,- 
541,500,000 to $13,993,400,000, and 
in radios, phonographs, parts and 
records from $1,146,000,000 to $1,- 
703,600,000. 

Figures also are presented for 
such products as clothing, table- 
ware, tools, luggage and books. 

Summarizing, Drs. Cox and 
Breyer emphasize: 

“1. These goods are an import- 
ant accumulation of capital and 
should be recognized as such. 

“2. The production and sale of 
a large and continuing volume of 


durable goods is predicated upon 
the ability of the economy to use 
a substantial amount of its energy 
each year in providing stored up 
satisfactions that cannot be de- 
rived from these goods for many 
years rather than immediately 
available satisfactions. . 

“3. The structure of consumer 
debt built up in the course of ac- 
cumulating ‘consumer capital’ em- 
bodied in large quantities of con- 
sumer durables and semi-durables 
must be considered surprising be- 
cause it has remained so small 
rather than because it has grown 


so large. . . Compared with their 
own past, outstandings under in- 
stalment sale debts may seem 
large. Compared with the wealth 
they have helped to bring into ef- 
fective use, they must surprise us 
rather because they are so small.” 


APRA Elects Trenholm 


Lee Trenholm, director, public 
relations division, Underwood 
Elliott Fisher Ltd., Toronto, has 
been appointed Canadian vice- 
president of the American Public 
Relations Association, Washing- 
ton, D. C., 


Join Haire Ad Staff 


William R. Lunnen, formerly 
with the American Bridge Com- 
pany, General Electric Corpora- 
tion, and the H. J. Heinz Company, 
has joined the advertising staff of 
Aviation Equipment, Airports, and 
Home Furnishings Merchandising, 
Haire publications. J. R. Dough- 
erty, formerly with the Pittsburgh 
Post- Telegraph, has been ap- 
pointed advertising representative 
for the aviation division of the 
company. Both men will operate , 
out of the Pittsburgh office. 


WE’RE TAKING THE HURDLES TOGETHER 


There are a lot of them these days, aren't there ...and they seem to “pop up” awfully close together.... f 
For some time now, we've experienced the shortages and restrictions of many needed commodities and 
materials—even white space.... The "“man-power shortage,” too, requires plenty of thoughtful, intelligent 
consideration, and, in spite of “measures” against inflation, there seem to be fewer and fewer buying cents in 
our dollars. . . . But no obstacle race is as “smooth” as a dash. The cbjective, however, is the same and the con- 
testants arrive there eventually in varying sequence, depending on training, ability and fortitude... .In your 
business you've no doubt discovered, as we have in the making of engravings, that these hurdles are proving 
most men to have greater ability and productiveness than even we thought they had—or needed—in 
“normal” times... Gunder Haag has known all about “second wind” for a long time... we're realizing 
its value more and more every day.... Whether your schedule calls for limited use of black and white or 
pages in full color you will find Rogers experience, skill and co-operation as effective as they have been 
for more than twenty years...and hundreds of nationally known advertisers will tell you that Rogers 


quality, service and price continue to be uniformly fine, understandingly efficient and unfailingly value-full. 


er ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING e Adolph F. Buechele, President 
2001 CALUMET AVENUE ° Phone CAL 4137 ° CHICAGO, ILLINOIS 
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Safeway Clarifies 
lts Ad Policy on 
Sponsored Brands 


Oakland, Cal., April 4.—Lingan 
A. Warren, president, Safeway 
Stores, Inc., in a statement to di- 
vision managers, has clarified the 
company’s policy concerning com- 
parative treatment in advertising 
and shelf displays of Safeway 
sponsored brand merchandise and 
“outside brand” merchandise. 

The statement of policy is evi- 
dently a result of Safeway’s recent 
move to aid small business men in 
the food industry. A month ago 
Safeway revealed that its buyers 
had been instructed to purchase 
quality items without regard to the 
extent of brand advertising or es- 
tablished consumer demand (AA, 
March 5). 

“There is no question,’ Mr. 
Warren says, “but that an over- 
emphasis of sponsored brands 
would be detrimental to our oper- 


|ations. Sponsored brands should 


compete on a comparable basis, | 
| product by product, with competi- | 


tive outside brands for consumer 
|interest and demand, 
their place on their merits in qual- 
| ity and price in order to attain a 
lasting position in our operations.” 

The clarified policy leaves to the 
discretion of Safeway distribution 
division officials whether sponsored 
brands and competitive brands 
shall be listed concurrently in re- 
tail price advertising. They may 
also decide on the frequency of 
price listing and the space devoted 
to each item in advertisements, re- 
gardless of the sponsorship of the 
items. 

“A good guide,’ the statement 
suggests, “is to allot comparable 
space to sponsored brands and out- 
side brands except where it is de- 
sired to tie in with a special pro- 
motion event on a particular prod- 
uct in either group.” 


Balance Sought 


As to shelf displays, Mr. Warren 
says that sponsored brands must 
be displayed on shelves next to 
competitive brands of like quality, 
thus making it possible for cus- 
tomers to make a quick com- 


and earn} 


| parison of value; that there should 
be balanced shelf stocks of manu- | 
brands and sponsored 

is of vital | 


facturers’ 
brands, and that “it 
importance that this balance be 
maintained at all times.” 


Dude Ranches Launch 


Cooperative Drive 

Eastern Dude Ranches Associa- 
tion, organized about three years 
ago by seven ranches in Massa- 
chusetts, New York and Pennsyl- 
vania, this month is launching a 
campaign of 100-line newspaper 
insertions in five eastern cities 
urging readers to “visit an ap- 
proved due ranch for an unrivaled 
vacation.” 

The drive, through Gunn-Mears 
Agency, New York, will feature 
New York ranches Cimarron, Cin- 
nabar, Hidden Valley, Ridin’ Hy, 
and Sun Canyon; G-Bar-S, in 
Massachusetts; and Twin Pines, 
Pennsylvania. These seven, re- 
ported to represent a $10,000,000 
business, comprise most of the 
ranch business in the East. The 
campaign, to run through Septem- 
ber, will appear in Boston, Cleve- 
land, Philadelphia, Washington 
and New York dailies. 


Looks like the news of the FTC 
|attitude toward use of the word 
|“free’”’ is spreading among adver- 


tisers. Associated Distributors’ 
Chen Yu ads, a few months back, 
offered to send readers trial size 
bottles of any two shades of nail 
lacquer and “a free trial size bot- 
tle of Chen Yu Lacquerol base 
coat.” Now the company’s ad (as 
in Parade, March 11) makes the 
same offer of two trial shades, but 
adds: ‘“We’ll include a bottle of 
Chen Yu’s famous Lacquerol base 


coat.” 
The coupon, too, has been 
changed. The older one said: 


“Send me two sample size flacons 
of Chen Yu nail lacquer and FREE 
bottle of Lacquerol base.” The 
most recent says: “Send me two 
sample size flacons of Chen Yu 
nail lacquer and a bottle of Lac- 
querol base.” 
us bd bg 

F. L. Jacobs Company, Detroit, 
which last month announced that a 
“sensationally new” automatic 


pletely. 


Pet Bags Tage 4 
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As a control tower operatot must have full visual ‘“‘cov- 
erage” of an airport—it is just as vital in the field of aviation adver- 
tising to have the full market coverage that only FLYING can give. 
Seldom a single publication dominates an entire industry so com- 
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te ee es mee 
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. 


di 


With the largest circulation, FLYING is the preferred magazine 


to reach all classes of buying power—especially private flyers, a 


high-income group with excellent post-war sales possibilities. No 
et ae. other publication even approaches such complete command of the 


field. FLYING offers an unequalled opportunity to cultivate to- 


day's air market and build for the future. 


ePilots — Private, 


AMONG FLYING'’S 228,180 READERS ARE 


eFixed base operators, airline leaders, 


maintenance men and salesmen. 


commercial, mili- 


tary and naval personnel. 


eThousands of potential plane owners 
and pilots—men and women who will 
be the backbone of aviation’s vast 


post-war market. 
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home laundry would mark its en- 
trance into the major home ap- 
pliance field after the war, has 
completed 75% of its distributor 
franchising program. Announce- 
ment copy in 10 trade publications, 
placed through L. J. DuMahaut 
Advertising Agency, Detroit, prom- 
ises dealers that powerful mer- 
chandising and promotional plans 
will back the program. Eight years 
of engineering and research are 
said to have gone into development 
of the new appliance. 

Jacobs, an engineering company 
whose war work has brought it 
prominence, will have the plant 
facilities for production but may 
meet patent trouble, others in the 
field say. Without disclosing de. 
tails, the company declares its unit 
qualified for leadership “because 
of its new and different washing 
action.” 

* * % 

If you search behind the scenes 
hard enough, you’ll find that much 
of the apparent trouble which 
Broadcast Measurement Bureau is 
having in getting started is a mat- 
ter of timing, rather than of dis- 
agreement over methods or value 
of the proposed studies. A good 
deal of money has been put into 
audience studies by some factors in 
the field, and they’d like a chance 
to get their money out before the 
BMB studies become available. 

So you can expect BMB to come 
through, and the studies to be 
made—but probably not until next 
year. 

% a a 

Procter & Gamble Company is 
doing experimental work with con- 
sumers in the Philadelphia area 
on a new line of cosmetics, but 
says that as yet “no advertising or 
marketing is involved.” 

* * a 


Albert E. Haase of the Institute 
of Public Relations, New York, 
was largely responsible for putting 
together the report of National 
Publishers Association (AA, March 
12) on “Grade Labeling and the 
Consumer.” Mr. Haase is a former 
president of Association of Na- 
tional Advertisers. 

% a *% 

Crowell-Collier Publishing Com- 
pany owns the title to Victory, 
which it has published for the 
OWI for several years, and which 
is now presenting “the American 
way” to the peoples of more than 
a score of countries. This may 
be the reason why C-C’s Presi- 
dent Tom Beck has been making 
speeches across the country lately 
on postwar exports and export 


advertising. 
a * 


The era of high frequency cook- 
ing for hot-dog stands is just 
about here, an item in Radio & 
Television Retailing discloses. It 
states that General Electric Com- 
pany has perfected a machine 
which delivers energy right 
through the cellophane. wrapper 
to the franfurter inside the roll, 
baking the whole to a delicious 
turn. 

* * a 

The appliance restoration plan 
promoted by Proctor Electric Com- 
pany, Philadelphia, is proving 
highly successful, an 18-month 
survey shows. During that time 
18,951 out-of-service appliances 
were swapped for war _ savings 
stamps. When reconditioned, these 
appliances were re-sold for an 
estimated $224,183. Included were 
5,740 electric irons, 2,892 radios, 
2,578 cleaners, 2,254 washers, 1,192 
toasters and 1,065 refrigerators. 
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- ing on postwar manufacturing de-| without experience and adequate! gross operating income has in- ; 
Pr opr 1etar y Gr oup velopments, the board estimates] capital, it says a great revival in wanes "Sen $29,311,000 i 1939 Bowlzer Ap po inted 
° that trade and service enterprises] retail business will occur after|to $68,770,000 last year. B. F. Goodrich Company, Akron, 
Reviews I ] 955 will provide from half to two-|the war because of population in-| Time, Inc., last’ year acquired |@s established a new sales pro- 
" thirds of all postwar jobs in the|crease, added importance of Cali-| about 12% of the ownership of the | ™°tion department to prepare re- 
Ads During Year state. During the war, it shows,|fornia cities in foreign trade,| American Broadcasting Company tail advertising and sales promo- 
en- more than 25,000 retail outlets} greater tourist travel, a trend to-| (Blue Network) and a third in-| 40m material for the replacement 
ap- New York, April 5.—During|have discontinued business. The] ward urbanization, etc. terest in Adcraft, Inc., Los An-| ive Sales division. It will be under 
has the first half of March, 333 ads|number of outlets per 1,000 popu- geles printing company, it reports. the direction of A. R. Bowlzer, 
utor were submitted by proprietary|lation declined from 29 in Decem-| py. Circulation figures in 1944 rep-|f0rTmerly assistant manager of 
nce- medicine advertisers to the review| ber, 1941, to 22 in June, 1943, Time, Inc. N ets resented a slight increase over the |2Utomobile tire sales. 
ions, service offered by the Proprietary|since which time the ratio has J °43 figures for all four magazines. ° as 
haut Association of America, bringing | somewhat improved. $3 803 210 in "44 As of March 5 the various out-of-| To ‘Montreal Herald’ 
om- to 11,955 the total reviewed since| The study shows that taxable ° . the-nation editions of Time had a| Floyd M. Campbell, who has 
ner- the group’s last annual meeting in|sales meanwhile have increased) New York, April 3.—Time,|Combined circulation of about|been a member of the advertising 
lans May, 1944. from about $4,086,000,000 in 1941 Inc., has reported a net profit for 2,000,000 of which 750,000 copies|department of the Daily Star 
ears This increasing use of the PAA| to $4,812,000,000 in 1943, an 18%] 1944 of $3,803,210, as against net|are circulated (and usually print-| Windsor, Ont., has been appointed 
are service has brought a “correspond-|increase. At the same_ time,| earnings of $3,687,626 in 1943. The|€4) overseas, principally for the| advertising manager of the Mon- 
nent ing improvement in the general|Californians’ disposable income|earnings cover “March of Time”|@™med services. treal Herald 
tone of copy submitted,” Dr.|increased about twice that much,|radio and motion picture produc- ; = 
_ Frederick J. Cullen, executive} indicating that much of their in-/tion, Architectural Forum, For- 
“3 2 vice-president, reported. “There|come has been put in war bonds| tune, Life and Time. a GIBBONS KNOWS CANADA 
are only a few in the industry|or in savings accounts, etc. Net earnings of the publishing 
may who violate the provisions of the} Pointing out that retail novices’ | company remained about the same aovertisme = =J.J GIBBONS LTD. mencnanoisine 
| the code,” Dr. Cullen continued, “but|chances for success are slight|over the past six years, although TORONTO. MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER 
de- criticism against them is given 
unit | such emphasis as to lead the con- 
ause suming public to believe that 
hing these few manufacturers represent 
the entire proprietary industry. 
) “Use of testimonials, for in- 
a stance, in advertising feer has e 
: decreased materially. en em- ph R L kL n h L S k S 
AE yy ES Katharine Brush has shown her the Swank Set... 
stat a strict observance of the new ad- 
vie, vertis’mg code, statements do not — 
oe. | exceed the facts that can be sub- 
an stantiated about the product. 
= Moreover, prizes are only occa- 
a in sionally offered as a means of sell- 
anes ing packaged medicines.” 
the Ads are now submitted prior to 
publication by almost all of the 
ome 130 agencies who are associate 
>- he members of PAA, by a large num- 
next ber of radio stations and by many 
manufacturers—in addition to the 
250 active members who repre- 
; sent 80% by volume of the busi- 
ly 1s ness done in the entire industry, 
con- the report continued. Vitamin ad- 
area vertising has come under close 
but scrutiny in recent months, the re- 
1g Or port said further, although the re- 
view and check also covers most 
, of the advertised packaged medi- 
itute cines on the market. 
York, ene 
tting . . “ 
on California Said 
arc 
‘tie | to Need 60,000 
Ns | More Retail Units 
Sacramento, Cal., April 5.—If 
Yom- the pre-Pearl Harwor ratio of re- 
tory, tail trade outlets to population is 
the to be restored in California after 
hich the war, the state will need 60,000 
rican to 75,000 new trade enterprises in 
than addition to the approximately 
may 180,000 now operating. 
resi- This finding is reported by the 
king California State Board of Equali- 
ately zation in detailed study of ‘“War- 
cport time Changes in Retail Outlets 
and Sales Volume in California.” 
The study was undertaken to help 
ook- the State Reconstruction and Em- 
just ployment Commission formulate 
io & Plans for the postwar period. 
Sit _ Although most planning groups 
‘om- In California are now concentrat- 
‘hine — 
right 
pper 
roll, 
rious 
plan 
om- 
ing 
onth 
time 
nces 
ings . 
“~ ; o- a daughter of today—young in Cosmopolitan. They stir the feel- creates! You sell her your enchanting 
vere -_. os and up-to-the-minute, avid for the ings. They transport minds on magic perfumes while she’s moving in the 
dios, newest, the latest, the best. She is carpets to a new world of dreams. social circles that Louis Bromfield 
|,192 reading Cosmopolitan—a magazine They release every woman’s hidden chronicles so well. You convert her 
> packed with the greatest fiction—by urge to possess the nicer things in life! strong emotional surge into Coty Lip- 
the world’s outstanding authors. Think what that means to you, Coty! stick sales! 
Great writing makes great reading! Your Cosmopolitan ads are in won- Emotion makes wars! Emotion 
Great writers like Katharine Brush derful company! You tell her about makes marriages! AND emotion 
and Faith Baldwin and Sinclair Lewis Air-Spun Powder while she’s meeting makes sales! 
MAY My | R play upon the heartstrings of millions the charming people Katharine Brush *An advertiser in Cosmopolitan since 1928 
© v | 
Emotion NE a is 
oe 
Emotion makes _ 
Emotion makes Sales 
GREAT WRITING MAKES GREAT READING — : 
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NOW YOU'RE TALKIN‘ 
OUR LANGUAGE... 


We, in New Hampshire, know what 
it takes to get a good crop — whether 
it be food or food sales! The ground is 
prepared and the seed is sown — the 
market is waiting. You who are culti- 
vating new markets — or solidifying 
present markets — can best cover the 
field — the State — through the Man- 
chester Union- Leader. 


* There are 132,936 families in New 
Hampshire. 

© Each family spends an average of 

$1,850 on retail goods. 

© The Union-Leader reaches 68.2% of all 
families in the primary area — 6 coun- 
ties — and one out of three families in 


YOURS... 


the State — a dominant acceptance of 
for the asking: two splendid ’ ‘ il 
portfolios (1) Data on Food the State's only metropolitan daily. 
Sales and Distribution in 


New Hampshire (2) Whole- 
sale Food Markets in New 
Hampshire. 


the IANCHESTER 
Manny “Yous Tot i" Wion-!bEAD ER 


stroll MANCHESTER, NEW HAMPSHIRE 


NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPANY 


CIRCULATION 
PLUS 
READERSHIP 
EQUALS 
RESULTS 


AND MICHIGAN LEAGUE 
DAILIES BID FOR A SHARE 
OF YOUR ADVERTISING $. 
ON THE BASIS OF THE RESULTS 
THEY CAN SHOW YOU... 


If your product is sold in the commu- 
nities listed here it should be advertised 
in the daily newspapers that serve them. 


Albion Recorder 
Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 


Dowagiac News 

Grand Haven Tribune 
Greenville News 

Holland Sentinel 

lonia Sentinel-Standard 
Manistee News-Advocate 
Marshall Chronicle 
Midland News 

Mount Pleasant Times-News 
Niles Star 

Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 
Ypsilanti Press 


These newspapers do give complete 
coverage in the cities where they are 
published and in the trading areas that 
surround them. . . But there is another 
advantage that you will appreciate— 
they are read thoroughly, alusiee as 
well as news, because they are used as 
buying guides from which family shop- 
ping lists are made. 


MICHIGAN LEAGUE OF HOME DAILIES 


“Lower Peninsula Group" 


national advertising representative 


SCHEERER & COMPANY 


35 East Wacker Drive, 
Chicago 1, Ill. 
Phone: STAte 7942 


Member of the 


441 Lexington Ave., 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 


imerican Association of Newspaper Representatives 


Begin Tests on 
Linoleum Finish, 


Plam Paint Brand 


Chicago, April 3.—Great Lakes 
Varnish Works, Inc., paint manu- 
facturer, this week launched a 
newspaper test campaign here and 
in St. Louis and Detroit for its 
new plasticized linoleum finish, 
Plam-Lak, and next week will 
launch a similar test in the same 
markets for Plam, new brand 
name for the company’s regular 
paint. 

Plam-Lak is described as a 
waterwhite gloss, easily applied by 
brush and quick drying, which 
makes linoleum brighter and easier 
to clean. It has a plasticized res- 
inous base, and is thus different 
from other linoleum finishes such 
as S. C. Johnson & Son’s Glo-Coat, 
which have wax bases. The prod- 
uct is described as skid-proof and 
safer underfoot than waxed floor- 
ing. 

The ads appear in the Chicago 
Daily News, Sun, Times and Trib- 
une, the St. Louis Post-Dispatch, 
and the Detroit News and Times. 


Each is 700 lines, and these and 
Plam paint ads of the same size 
are scheduled to appear in these 
papers and perhaps others for the 
rest of this year. 

The Kalom Company, Chicago, 
handles the account, 


Honeywell Will 
Open Equipment 
Training Schools 


Minneapolis, April 4.—Following 
a year’s research work and prep- 
aration, Minneapolis - Honeywell 
Regulator Company will open a 
nationwide school May 1 to train 
dealers, wholesalers, ex-service- 
men, manufacturers, electricians, 
steamfitters, and others in all 
phases of installing and servicing 
heating equipment. 

The courses, to be held at com- 
pany branches wherever a suffi- 
cient number of people enroll, in- 
clude four meetings of two and a 
half hours each. More than 800 
slides—divided about equally be- 
tween photographs and charts or 
diagrams—will be used to supple- 
ment lectures. Twenty-one sets 
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of the slides have been prepared. 

There is great need for an ip. 
tegrated educational program ip 
the automatic heating industry 
now, according to C. B. Sweatt, 
vice-president. “We believe,” he 
says, “that all of those in the field 
will be anxious to catch up with 


new developments and learn 
proper installation and _ service 
methods.” 


Pointing out the urgency in- 
volved, he said that there are today 
only about 5,000 oil burner service 
men in the nation as compared 
with about 30,000 before the war, 
and fewer than 8,000 stoker sery- 
ice men as against about 12,000 
before the war. 

The educational program is said 
to be the largest ever undertaken 
in the heating industry. 


Joins Davis-Dyke 

Spencer W. Robinson, recently 
resigned as director of public re- 
lations for the Petroleum Admin- 
istration for War, Washington, 
D. C., has joined the staff of Davis- 
Dyke & Co., Houston agency. He 
was formerly vice-president and 
editorial director of Gulf Publish- 
ing Company. 


our story. 


We believe it’s not 


50 E. 42nd St., New York 17 


10,! 


Not that there’s anything wrong with 
giant circulation. It’s just not part of 


MANY readers a magazine has—but 
WHO those readers are. That’s why 
we’re proud of the 680,000 men who 
read The Elks Magazine every month. 


With only one exception, these men 
have an above-average income higher 
than the subscribers of any other maga- 
zine measured by Daniel Starch. 


These men are important in the 
communities they live in because they 


these men live in cities with 2,500 to 
100,000 population. 


only HOW 


* 


Elks know 
people, talk to more people, and influ- 
ence more people than any other group 
of 680,000 individuals. That’s why we 
say, “Tell it to The Elks—and you’re 
telling America!” 


The ELKS 
MAGAZINE 


360 N. Michigan Ave., Chicago 1 


00,000 


circulation? 
Not us! 


lead the civic, business, and social activ- 
ities of those communities. 


The Elks Magazine gets a more in 
tensive reading page-by-page, cover- 
to-cover, than any other magazine meas 
ured by Daniel Starch. 


67 % of 


* * 


more people, see more 


2970 W. Grand Blvd., Detroit 2 
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Unveil New Photo 
Mural in St. Paul 


(Picture on Page 63) 


St. Paul, April 3.—Visitors com- 
ing into St. Paul through the 
Union Depot have little chance to 
miss a view of its “loop district” 
skyline, thanks to a huge photo 
mural set up by the Association 
of Commerce’s national publicity 
committee and recently unveiled. 

Ww. J. Hickey, president, Smyth 
printing Company, is chairman of 
the 21-man committee which ar- 
ranged for the photographic mu- 
ral, which bears the title, “St. 
Paul—Where Good Business Com- 
pines With Good Living.” W. E. 
Boberg, advertising manager, The 
Farmer, is vice-chairman and other 
advertising executives are mem- 
pers of the group. Nearly three 
million people a year, it is be- 
lieved, will view the mural, which 
is 12 feet high and 44 feet long. 

State officials, members of the 
legislature and the Minnesota Re- 
sources Commission attended for- 
mal dedication ceremonies, which 
featured the rebroadcast of a spe- 
cial Minnesota program aired over 
KSTP and an NBC network, one 
of the du Pont “Cavalcade of 
America” series. 


British Papers, 
BBC Still Oppose 
Radio Advertising 


London, March 21.—British ad- 
vertisers who have long sought 
without success to induce the Brit- 
ish Broadcasting Company to per- 
mit commercial programs on BBC 
stations, have received setbacks so 
far as their use of radio in Eire 
and France is concerned. 

The government of Eire has 
ruled that henceforth only manu- 
facturers in Eire —not even Eire 
retailers or manufacturers owning 
retail stores—may buy radio time 
there, and “the buying of air must 
be done by an Eirean agency.” All 
other agencies in Northern Ire- 
land, Britain or elsewhere are 
barred from handling direct radio 
advertising in Eire. 

Meanwhile, the French provi- 
sional government has announced 
its decision to withdraw broadcast- 
ing permits from independent sta- 
tions, which will be subject to a 
“charter” similar to that of BBC. 
The charter will include a ban on 
advertising. 

British manufacturers, prevented 
from advertising by BBC radio, 
in the past have made extensive 
use of powerful stations in Lux- 
embourg and Normandy. That 
they planned to use these stations 
again was made clear at a recent 
meeting of the Incorporated Sales 
Managers’ Association, when Tom 
Marns, managing director, Thomas 
Marns’ Ltd., maker and distribu- 
wr of Carters Pills, said that un- 
less the BBC permits his company 
and other manufacturers to spon- 
sr radio programs they will 
arange to resume broadcasts to 
Britain from Continental stations. 


Tells Papers to Drop Fight 


Howard Thomas, former BBC 
Program director, writing in 
World’s Press News, suggests that 
British newspapers discontinue 
their fight against radio advertis- 
ing. He points out that, in face 
of the BBC ban, British companies 
by 1939 were spending about $8,- 
00,000 a year to broadcast their 
messages from Luxembourg and 

ance. 

“The one certain factor, in my 
inion, is that the BBC will not 
ll any of its radio time,” he said. 


(es 


\Tteme- | 


RIO GRANDE VALLEY 


Group in Joxas 
poacher 
TEXAS’ MAJOR MARKET 


et 228,000 population 


QUARTER BILLION 

Year ‘Round Income 
Harlingen Star - McAllen Monitor 
Brownsville Herald 


“If the government does allow 
sponsored broadcasting, it will be 
through an organization set up in 
addition to the BBC, not as a part 
of i” 

The London Economist has also 
declared that “a competitive sys- 
tem is the perfect answer, a com- 
petitive broadcasting concern is 
clay in the hands of its listeners.” 
It advocates the setting up of two 
broadcasting systems—one a cOop- 
erative system of which the staff 
should elect its governing body, 
and the other a commercial self- 
supporting advertising system. 

The newspapers’ attitude is well 
expressed by the Sunday Times’ 
recent assertion that there is “a 
unanimity of view that sponsored 
and commercial broadcasting 
should be barred,” and that “the 
principle of a single broadcasting 
organization should be retained.” 


Alex. Smith & Sons 
Marks Centennial 


with Radio Series 


New York, April 4.—As part of 
its 100th anniversary observance, 
plans for which are still in the 
preparatory stage, Alexander 
Smith & Sons Carpet Company, 
Yonkers, will sponsor a series of 
52 15-minute broadcasts, “The 
World and America,” over WFAS, 
White Plains, Sundays at 7:45 p.m., 
beginning May 6. 

The company, with the assist- 
ance of three Westchester County, 
N. Y., social study teachers, will 
award prizes to junior high school 
students winning contests con- 
ducted during the program, which 
has been produced by the radio 


department of Time. The script 
was written by Carl Carmer, his- 
torian and author, in collaboration 
with Frank C. Norris, director of 
Time’s radio department and pro- 
ducer of “The March of Time.” 
The program, reveals J. Clark 
Samuel, director of public relations 
for the company, is being used in 
connection with the teaching of 
American history throughout the 
public school system of Los An- 
geles; Army hospitals have adopted 
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it for use with reconditioning 
courses; and it has been indorsed 
by several well known educators. 

Another feature of the celebra- 
tion will be an exhibit, opening 
date for which is still undecided, 
at the Museum of Science and In- 
dustry, New York. The company, 
through its agency, Anderson, 
Davis & Platte, New York, is de- 
veloping other centenary observ- 
ances, which will be announced 
next month. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ =: Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7. hh. Y 
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WAAT delivers 


more listeners per dollar =~ 


in America’s 4™ Largest Market ~ 


than any other station- 
including all 50,000 watters!" 


*See Latest Surveys! Check Availabilities! + 2 - 


National Representatives: Radio Advertising Co. 


“ 


Do you realize this market contains over 3‘ million people; more than these 14 
cities combined: — Kansas City, Indianapolis, Rochester, Denver, Atlanta, Dallas, 
Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 


5) = pec 
in- a 
in ae 
cs 
he a ea FC . 
eld ie: 
rith ] i, tie 
rn § a5 
aa = 
re | — 
rice scanning entteetemetiannmaceasttaseasisastia j : 
red | TIT 
: UAT ELECTRONICA 7p * * : 
é WrrUnICIANS | MDLYy | 
aid TECHT BS ae cry “a 
ken D * * ZZ Be | a: — : 
a —e 
, are 
atly —  .?_&— SEV 
re- Se SO ee ee ae ee a ; ey Oca om ~ 2 
lin- rich a ae hee care = 
ton, i ) MM | se 
Vis- H é Ne a 4 : ser 
He wage SD i a pee “on | ee 
ish- j ” 27 wa 
¢ oe este: : ie 
| ve a. 
i 4 Z — 
7 ee aig 
| | ae 
. 4 | ia 
| | —— 
| | 4 
4 ‘ , , ss SP ts 
| , a aa a 
) oe 
—_— | fae fb | ee | 
' a : P : - 
| SMART Buyers nn | .—l Ll re 
ala !')6=—Cl6lCUllUwhlUS CU 
a | | coe 
a , 
“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” § 
i Wa 


44 


lowa Commission 
Prints Colorful 
Book on Industry 


Des Moines, April 3.—The Iowa 
Industrial and Defense Commis- 
sion has published a large at- 
tractive book, “Iowa . . . Land of 
Industrial Opportunity,” designed 
to interest industries considering 
decentralization. It is the first 
time the state has produced an in- 
formative book on industry that is 


not largely statistical. 

Prepared by the Ambro Adver- 
tising Agency, Cedar Rapids, the 
book contains numerous photo- 
graphs, maps and charts concern- 
ing availability of raw materials, 
labor supply, marketing and bank- 
ing facilities, transportation serv- 
ices, educational and recreational 
facilities, and the like. Less space 
is devoted to copy than to illustra- 
tions. 

An unusual feature is that the 
book is produced in nine separate 
parts so that the separate units can 
be used by chambers of commerce 


and other organizations that wish 
to promote special phases of the 
Iowa picture. Each book has been 
personalized by imprinting the re- 
cipient’s name in gold on the cover. 


Joins ‘Men’s Wear’ 

William T. O’Neill, former four- 
district manager for the furnish- 
ings division of Bond Stores, Inc., 
has joined Men’s Wear, Fairchild 
publication, as display advertising 
representative for the Mississippi 
Valley, with headquarters in Chi- 
cago. 


There's only one way 


to cover Tacoma-- 


In Washington's 
2nd Market only 
one paper does 
the job. See how daily 
newspapers rank in their 
coverage of Tacoma- 


Pierce County. 


THE TACOMA 
NEWS TRIBUNE'S 
COVERAGE IS 


73% 


8% 


Seattle Ist Evening 4%, 


Second Tacoma 
Paper's Coverage 


Seattle Morning 
Paper's Coverage 


Paper's Coverage 


The 


Zp 
| epnstOnS Oe” _ 


--=- home of permanent 
Army-Navy posts 


MODERN military establishments, too, are 
“big business’’—providing payrolls, buying 


power, direct and indirect sales possibilities. 
ve y x Within 10 miles of Tacoma are four 


such establishments. 


Fort Lewis — 100,000 
acre corps and division headquarters . 
McChord Field—1,800 acre air base... 
Rainier Ordnance Depot — supply, training 
and repair base for the entire Pacific North- 
west, Alaska and off-shore posts . 


Mt. 


.. anda 


new U. S. Navy Advance Base Depot. 
vy x % More reasons why Tacoma-Pierce 
County ranks as Washington's Second Mar- 


ket... 


a “must buy” on every schedule! 
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2 Fay 7. O (oi 4 +82 if 
oo : é: ; ots 
GOW POASCHAL 

Marjorie Marschalk, daughter of Harry C. Marschalk, head of 
Marschalk & Pratt, New York, was married March 24 in the First 
Presbyterian Church, New Rochelle, to John C. Gorman of Bronx- 
ville. The couple will live temporarily in Havana. . . And on the 
same day, Margaret Bruce Howe and Herbert Leonard Crapo, di- 
rectors of the book publishing firm of Prospect Press and of the 
Enquirer Publishing Company, Litchfield, Conn., were married at 
the bride’s home in Litchfield. . . 

Arthur R. Wendell, pres. of the Wheatena Corp., succeeds Eber- 
hard Faber, pres. of the Faber Pencil Co., as pres. of the United 
States Trademark Ass’n, with W. G. Werner, P&G’s mgr. of the 
public relations div., as v.p. G. S. McMillan, director of Bristol- 
Myers public relations, has been chosen a director, and Frank D, 
Waterman Jr., pres. of L. E. Waterman Co., has been reelected 
sec’y-treas of the trademark group... 

NRDGA’s v.p., William E. Schmid, also chairman of Julius Gar- 
finkel & Co., Washington, is newly-appointed chairman of the 
NRDGA comm. for the 7th War Loan drive. . 

Friends of John O’Rourke, of the San Francisco office of McCarty 
Company, received copies of a “production order” dated March 1, 
confirming authorization for one 
baby boy. Title of ad is given 
as “Philip” dimensions, 6 lbs. 10 
oz., delivery instructions, Stan- 
ford Hospital, and the whole 
thing approved by John J. and 
Janet O’Rourke.. . 

Lt. Col. Louis G. Kelly, for 
many years with Kelly, Reed & 
Co., Rochester, N. Y., is now 
commander of the Saarbrucken 
Military Government detach- 
ment in Germany. Lt. Col. 
Kelly joined the ordnance dept. 
in 1940, was later transferred 
to the Military Government 
branch (training for the job at 
Harvard) and went overseas in 
.. e 


GREETINGS—Lt. Col. Frank Falknor, 


While people in the ad field back from 15 months’ duty in the 
are glad to know that Col. Rus- China-Burma-India theater, and now 
sell L. Putman, Putman Pub- manager of KMOX, St. Louis, is 


greeted by H. Leslie Atlass, general 
to the U. S. probably for an as- ™#neger of WBBM and vice-president 
signment in this country, this of CBS. 

news also means that his series of interesting letters from over- 
seas has ended. The last one described his flight home. . 

James W. Murphy has rejoined the Boston sales dept. of Shulton 
after two years of convoy duty with the U. S. Coast Guard... 
Jessyca Russell, New York ed. of Magazine Digest, was married 
March 24 to C. H. Jack Gaver, newspaper man, in New York... 
Harper’s spring catalog lists “Business Journalism—Its Function and 
Its Future,” by Julien Elfenbein, editorial director of the home 
furnishings group of Haire Publications. . . 

Ray Hanks, McCann-Erickson v.p., who is enjoying a leave of 
absence in Tucson, participated in a University of Arizona round 
table program on “Advertising and Peacetime Production” broad- 
cast over KVOA of the Arizona Broadcasting Company March 24. 
Other participants were Harry Behn, head of the University radio 
bureau; George Chambers, business manager of Tucson Newspapers, 
Inc., and G. D. Crain Jr., publisher of ADVERTISING AGE. . 


The promotion of Maj. Kenneth H. Constant to the rank of lieu- 
tenant colonel has been announced by the War Department Office 
of Dependency Benefits. Col. Constant, who was with Capper 
Publications in New York for 19 years before entering the Army 
in *42, is executive officer of dependency benefits in the office of 
the fiscal director, headquarters, Army Service Forces. . . 

Kansas City’s Red Cross drive for more than a million dollars 
was oversubscribed by $189,000 on the closing day. Karl Koerper, 
v.p. and mg. dir. of KMBC, general chairman of the campaign, is 
getting a lot of just praise for its success. . . Edward N. Mayer Jr. 
pres. of James Gray, Inc., New York, has accepted a temporary 
appointment as a consultant with the State Department. He will 
supervise distribution of materials relating to the Dumbarton Oaks 
proposals and the San Francisco Conference. . 

Edwin A. Pancoast, WINS salesman, is the father of a second 
son, 6 lb., 14 oz. Thomas Maine Pancoast, born March 28 at the 
Lawrence Hospital, Bronxville, N. Y. Lt. William Snyder 
Sherman, son of Coolidge Sherman, eastern sales manager of 
Allegheny Ludlum Steel Company, topped his return from 37 
months’ service in Australia and New Guinea by marrying Emily 
Fowler Adamson in First Presbyterian Church, Glens Falls, N. Y. 
on March 27... 

Mrs. Edith Snyder Evans, staff reporter for the Associated Press 
in N. Y., was married March 29 to Herbert Asbury, associate editor of 
Collier’s, in St. John’s Lutheran Church, Fort Lee, N. J. . . Lloyd 
Mansfield, who operates his own agency in Buffalo, no doubt gets 
a well-rounded picture of what our armed forces are doing from 
his three sons, one of whom is a major in the marines, another 4 
captain on an Army B-29, and the third a submarine lieut. com- 
mander. . . JWT’s director of media research, Arthur Hurd, has left 
for Puerto Rico where he’ll conduct a study of media and radio 
listening habits in the island. . . And another JWT-ite, Lt. Comdr. 
Donaldson Bride Thorburn, USNR, recently was awarded the Legion 
of Merit from Vice Admiral J. S. McCain, commander, fast carrier 
task forces, U. S. Pacific Fleet, for exceptionally meritorious conduct 
as liaison officer. . . A. Schiller, head of Outdoor Displays, Passia¢; 
N. J., gave his daughter, Ruth Gloria, in marriage to Robert W- 
Heimlich, procurement officer with OWI in New York... 

J. Spencer Gray, editor-publisher of the Herald of Westchester, 
White Plains, N. Y., was selected as one of the 10 best-dressed men 
in the Easter fashion parade on the boardwalk at Atlantic City 
by judges O. E. Schoeffier, fashion editor of Esquire; Irvin Bendef, 
pres. of the Internat’] Ass’n of Clothing Designers, and Nancy Craig, 
Blue Network fashion commentator. Winners received hand-paint 
neckwear creations by Appleton. . . 
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‘for Moore-Durante 
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United Drug Co. 
Signs Lengthy Pact 


Boston, April 4.—United Drug 
Company has signed five and a 
half year contracts with Jimmy 
Durante and Garry Moore to 
sponsor their comedy show, now on 
the full CBS network at 10 p.m., 
EWT, for Rexall stores and prod- 
ucts. The program completed its 
second year on the air March 30 
for R. J. Reynolds Tobacco Com- 
pany (AA, April 2), and Rexall 
takes over April 6. 

With the exception of bi-yearly 
quarter-hour transcriptions on sta- 
tions all over the country for Rex- 
all’s one-cent sales, United has 
been out of network radio for a 
number of years. The company 
gave up a 60-day option to spon- 
sor the Joan Davis show next fall 
when suitable network time was 
unavailable, 

Format of the Moore-Durante 
show continues as it was when 
promoting Camels, with Roy Bar- 
gy’s orchestra and Georgia Gibbs, 
singer. N. W. Ayer & Son is the 
agency. 

Last week, Lever Bros. Com- 
pany, Cambridge, announced that 
the Joan Davis show, purchased 
for Swan soap under a five-year 
contract, will start on CBS, Mon- 
day 8:30-8:35 p.m., EWT, either 
Sept. 24, Oct. 1 or 8. Complete 
cast and production details will be 
announced later. 
cam, New York, is the agency. 


Standard on Spots 


Standard Laboratories, Inc., 
New York, is supplementing its 
national newspaper and magazine 
advertising for Sloan’s liniment 
with a new spot radio campaign 
on 30 stations. The bulk of Sloan’s 
advertising was switched last 
month from radio, chief medium 
for Sloan’s promotion since 1933, 
to newspapers and magazines 
(AA, Feb. 12). Wesley Associates, 
New York, handles the account. 


G-E Blanket Schedule 


Advertising for General Elec- 
tric’s electrically warmed, auto- 
matic blanket for 1945 will be 
placed in a magazine list including 
Atlantic Monthly, Good House- 
keeping, Harper’s, House Beauti- 
ful, Life and This Week Maga- 
zine. Young & Rubicam, New 
York, is the agency. 


Ward Joins Hearst 

Arthur J. Ward, with the De- 
troit Times since 1926, has joined 
the Detroit sales staff of Hearst 
Advertising Service. 


CHE’ CATCHERS 


CROSSED THEM TOO SOON! 


EN the boss said, “Anne, write for 

these samples of EYE*® CATCHERS,” 
“ane answered, “O.K., but it sounds too 
td to be true!” 


The EYE* CATCHER proofs were sent 
~hy subscription came in with this brief 


Dar Eye* Catchers: 

When the boss read your ad to me 
I told him, ‘it sounds swell,”” but I 
ve my fingers crossed. You know we 
“fe advertising minded too!’’ 

“Well, we have been using your 
Dhotos right along and 1 confess I 
ressed my fingers too soon. You are 
=a a swell job. More power to 


With considerable humility, I am, jn 


nur Proofs 
' . money 
“mt, No obligations. 


nne. 


and details of unique EYE* 
saving subscription plan on 
Write now! 


10 &. 38th St. 
New York I6 


* CATCHERS, Inc. 


Young & Rubi- 


DeForest to LeQuatte 


L. C. DeForest, recently with 
Biow Company, New York, and 
formerly advertising manager of 
Hills Bros. Company, producer of 
Dromedary food products, has 
joined H. B. LeQuatte, Inc., New 
York agency, as account execu- 
tive. 


Joins Hevenor 


Lou Ruebel, previously with 
Fairall & Co., Des Moines agency, 
has joined Hevenor Advertising 
Agency, Albany, N. Y. 


To ‘House Beautiful’ 


Joseph J. Arcisz, for the past 
three years a lieutenant in the 
coast artillery, has joined the New 
York advertising staff of House 
Beautiful. 


Flagg Contributes 
Official Poster 
for Maritime Day 


(Picture on Page 63.) 

New York, April 4.—National 
Maritime Day, which President 
Roosevelt will proclaim this year 
as May 22, will feature a poster, 
sketch for which was contributed 
by James Montgomery Flagg to 
the United Seamen’s Service—the 
merchant mariners’ USO. Joe 
Copps of Los Angeles, select@d by 
USS as a typical American mer- 
chant seaman, served as a model 
for the poster, which proclaims: 
“Any Place, Any Time—We De- 
liver the Goods!” 

Keyed to the theme, “It’s Your 
Merchant Marine,” the celebration 
will be sponsored by Propellor 


Clubs in 93 cities, maritime labor 
unions and maritime associations, 
the United States Maritime Serv- 
ice, and the War Shipping Admin- 
istration, with WSA public rela- 
tions officers in many cities co- 
ordinating the program activities. 

United Seamen’s Service will 
distribute the Flagg posters and 
newspaper cartoons free through 
National News-Features Syndicate, 
with about 2,900 papers already set 
to carry the official poster. USS 
will supply banners, flags and 
safety-at-sea materials for special 
display purposes in New York, 
Boston, San Francisco, Seattle and 
Houston, with 79 New York 5th 
Ave. establishments already signed 
to display flags in honor of the day. 
Many seaports, notably New York, 
with its Battery to City Hall pa- 
rade on May 22, will observe Na- 
tional Maritime Week from May 
20 to May 26. 
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Hickerson to Atlanta 

J. M. Hickerson, Inc., New York 
and Washington, has opened a 
branch office in Atlanta under the 
direction of Harvey Clopton. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may 
be doing just that. 
There’s a 7 billion 
dollar market you 
could ereourage 
simply by letting 
these people know yeu'd welcome their 
business. For the Negro looks to his race 
yrets for guidance. 

he Negro 

dence, g 


But whether your Product is cos- 


thing else, it will pay you to write to 
rs. pues 545 

or ac 

the success stories built out of reaeie 


great and gro market. 


— 


Now in Italy after 9 months on Euro- 

an battlefronts, NPN Editor Warren 
Platt gives his industry authentic, first- 
hand news of petroleum at war. 


REFRESHER ON 
WARTIME REFINING 
TECHNOLOGY 


Just off the press, this “refresher” is for 
free distribution to refinery men in the 
Armed Forces, to speed their conversion 
to advanced refinery processes, 


THE NEWSMAGAZINE 
FOR OIL MANAGEMENT MEN 


A weekly overseas edition of National 
Petroleum News supplies oil men serving 
abroad with apteth 

industry, keeps them in step with progress 
on the home front and will make them 
more receptive postwar prospects for ad- 
vertisers using National Petroleum News. 


e-minute news of the 


Postwor 
and Their Fuels 


No other magazine serving oil men has contributed more than 
NPN to prepare the industry for speedy 
Through its editorial pages, National Petroleum News helps 
make its advertising pages more effective. 


The NPN library of technical reprints will 
aid oil men returning to civilian jobs to 
plan refinery design, construction, opera- 
tion and maintenance. 


| 
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ostwar activity. 
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Y THIS test market 


WAS PICKED BY UNCLE SAM! 


For the first test census ever taken, Uncle Sam picked 
St. Joseph and Marshall Counties, Indiana. These counties, 
heart of the South Bend market, present a perfect picture 
of the Nation’s industrial-agricultural structure. 

One paper, and one only, saturates the South Bend 
market—with 123.5% home coverage in the South Bend- 
Mishawaka City Zone, 110.1% home coverage in St. Joseph 
County. Total circulation 82,000 plus. 


Test Your Product—in the NATION’S Test Market 


The Soulh Bend Cribune 


NEWSPAPERS GET IMMEDIATE ACTION 


STORY, BROOKS & FINLEY, INC., National Representatives 
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“Change the Paint, Joe .. . 
We're Producing for Civilians, Now!" 


Changing the color of the paint will virtually transform Peoria’s 
industrial production from war to peace. For to earth-moving 
equipment, a bomb crater is the same as a hole in a cow pasture 
... it takes the same kind of machine to fill both. 

This means there’ll be no reconversion delay in Peoriarea—no 
sales Jag. Actually, there’s likely to be 
a sales leap. Postwar will be the re- 
construction period — and Peoriarea 
makes construction equipment. 
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_ Peorians Have 
the WMBD Habit! 


WMBD serves indus- 
trial Peoria and all 
Peeriarea — 16 coun- 
ties in the heart of the 
rich [Illinois cornbelt 
with a population of 
over 600,000. WMBD’s 
audience in Peoriarea 


Although Peoriarea is a BIG market 
today, its likely to be a BIGGER 


market tomorrow. So grow with us. 


is greater than all RT of J 
other stations com- A Z 
bined, as revealed by RY oO < 
Hooper and Conlan ty f AC 
surveys. L~ 
= | FREE & PETERS, Inc, 


National Representatives 


Pop.614,200 


Biggest Outdoor 
Campaign Started 
by General Tire 


(Picture on Page 63) 


Akron, O., April 4.—General 
Tire & Rubber Company this 
month is launching its largest co- 
operative poster campaign and is 
swinging over to a new art and 
copy approach in its national 
magazine advertising. 

Wath about 6,000 outdoor boards 
to be used throughout the coun- 
try, first postings are being made 
on the West Coast. Posters fea- 
ture the quality of General tires 
and of General’s Kraft system of 
tire recapping, and carry the name 
of the local distributor in each ter- 
ritory. 

Full-color page ads in Collier’s, 
The Saturday Evening Post and 
other national publications, start- 
ing with April issues, make use of 
trios that look alike but are far 
different. Triplet babes in three- 
cornered costume draw the in- 
quiry, “Just alike? ... wait until 
they’ve been around awhile.” 
“Tires differ too,” the copy adds, 


“The longer you have Generals the 
more you appreciate their extra 
mileage.” General then points to 
an even greater difference between 
present synthetic tires and prewar 
tires, emphasizing the extra econ- 
omy, mileage and safety built into 
General tires. 

Ads in May issues of magazines 
will feature three brides, similarly 
dressed even to their engagement 
rings, and similar analogies will 
be drawn in future copy. General 
tire advertising is handled by 
D’Arcy Advertising Company, 
Cleveland. 


Y&R Montreal Office 


Names McGill, Smith 


A. R. McGill, director of Cock- 
field Brown & Co., Montreal, since 
1942, and formerly Canadian man- 
ager of Kenyon & Eckhardt, has 
joined Young & Rubicam Ltd., 
Montreal and Toronto, as vice- 
president and managing director 
of all operations in Canada. 

Stuart B. Smith, who has been 
manager of the Toronto office for 
four years, has been appointed a 
vice-president and will continue 
at Toronto. 


Advertising Age, April 9, 1945 


Holmes’ V-E Day 
Ads Ready to Run 


New Orleans, April 4.—Arriva) 
of V-E Day will find D. H. Holmes 
Company Ltd. fully prepared ag. 
vertising-wise. Already in the 
hands of newspapers are ads to be 
run proclaiming the advent of 
victory in Europe. 

Other tie-ins will be street car 
dash designs, 24-sheet posters and 
a 66x45-foot store front placarg 
for the department store. The 
latter has been completed in sec. 
tions and can be put in position 
within an hour. 

All material carries the theme 
“Rejoice, yes. But Remember! 
Let’s Finish the Job.” Ads pic. 
ture a fighting Uncle Sam pointing 
at a Jap, while only the boots of a 
prostrate German appear. 

The ads and outdoor materia] 
have been ready since July, 1944 
Advertising is handled direct. 


Four A’s Elects Ludgin 


American Association of Adver- 
tising Agencies has elected Earle 
oe & Co., Chicago, to member. 
ship. 


ings Yesterday—the way Post 
readers buy merchandise Today! 


The Post is edited for responsive readers— 
streamlined for active minds. Post readers have 
good incomes —spend wisely but generously — 
and still are living in their acquiring years, 


The Cincinnati Post 


THE NEWSPAPER FOR ACTIVE CINCINNATIANS 


That’s the way people acquired their belong- 


W. C. Savage, Advertising Director 
CINCINNATI 2, OHIO 


Represented by the National Advertising Department of Scripps-Howard Newspapets 


4daverti 


Figh 
Reac 
‘Pon 


Washi 
ing Mai 
world ar 
rent rea 
ternatio1 
arranger 
and the 
Leather? 
than a 
magaz 
monthly 
outposts. 

Please 
own puk 
tors of 
that me 
than “sh 
their bu 
arrangen 
for a cc 
Pacific e 
of all 1 
“Blondie 
most ren 

The < 
me gl n 
duced Vv 
leadin 
which <¢ 
rights, w 
cost of p 

While 
joined wv 
extra sel 
the publ 
up for ar 
magazine 
each mo! 


‘Tin 


Time | 
first mas 
shipment 
tions fo: 
magazine 
1943, to | 
Marine | 
tribution 
gest and 
seas Dige 

More © 
the prog 
late last 
now han 
seas ser\ 
sans adve 
publisher 


magazine 
unit recr 
instructic 
the men. 
ters cons 
reation « 
manding 
zines are 
shunted 

library. 

Studies ir 
tribution. 


S) 


For ins 
that Tin 
ariving 
days afte 
8 Now p. 
time lag 
Faster di 
ving wo 
ar trans} 

e mé 
front. Of 
stance, th 
lacted vy 
Magazine 
‘eader’s 
waw-Hil 

% figui 
structions 


_ 


ms 646 | 
a aan Gf EE OVEN Ce | | 
BLM ct" Ze en ee ae 
: —~ XZ G MICHIGAN | SouTH ELKHART _ 
_— 3 ae BEND | A 
= =. 4 ° : id Mis HAWAKA ee | | 
a of - ¢ Oo 
i AaB 1 Gt Soseph oe 
&§ _/ x = 3 a Se te 
«a ui Marshall ia 
i A 9 ’ | a 2 | 
| \ _\ ine Ro ae es 
i Pi + ° ; - | 
i | week \ mA a 
| By|s ko * eae RS 5° es in 
_ G~ x x fe eae} Be ee Pa re 
4 | ee 
a |p : D 
: a yr 
: Bari A OWT <a 
oii -”~ ‘ 
, CWA Jam oe || 
. <a i Mag bes Eat 
2 7» “ | 
se _—-. . | Zz 
bs Se he ) | | cH ype ur) YS | 
§ ee IP | igs 7 
- me Ky "Y, {i 4 ° 
a MONK a : 
: a RIAREA Moves the Eapyy C 0 5: me % —— ; i 4 
: { a Pe ‘hy py i = ie ee. i fi f = Riis >| 
= peo it ‘ | | Lem ae es, by apecis 
: 4 ,: ae an = " if i , \ ae 
“—_ {\\ i te] } 22% Ls f _— a 
ee A\\i Hag YS SESS i | | "once 
«Ta... Bet mei Ie a, eo) | i _ pe : oy | 
: Bid A by ; ZA bs Tne » Se 
Be AA ae ee je OL Ea os 
. ee et Pr ae Ty 
S i : ~<a (: RESULTS 
7 € ry, at % es 2, 4 . 
4 Pieces LARA a 
—— +o) EE Ss 77 Wo a 
¢ | 1 % y - : ‘ si , ’ ‘a , 
| { fal 
a Rem 
ee TI es, loo, that 
: le : 
. Cineinn gy p 
ft q Teach, Ost 
| ee ee | 
: a ®lanes, a — 
te et! 
? : : When bi 
. Ragazines 
; ton don’t « 
= . = ion booklet Ne 
&| — C= | fo — FO Clippit 
i 1m RY =. ——— BACON’ 
a BV. /| OE a eo 
4 : BS EE a he | " 
. = Member CBS MMM SS | 


45 


y 
In 


sition 


leme, 
nber! 

pic- 
nting 
} Of a 


terial 
1944. 


we NT 


Fighting Marine 
Read Up-to-Date 
‘Pony’ Magazines 


Washington, April 3. — Fight- 
ing Marines in all parts of the 
world are keeping up on their cur- 
rent reading and knowledge of in- 
ternational affairs, thanks to an 
arrangement between publishers 
and the Marine magazine, The 
Leatherneck; which brings more 
than a million copies of popular 
magazines and comic books 
monthly to battlefronts and lonely 
outposts. 

Pleased as they are with their 
own publications, the Marine edi- 
tors of The Leatherneck realized 
that men overseas needed more 
than “shop talk.” As a service to 
their buddies, they completed 
arrangements a few months ago 
for a comic book insert in their 
Pacific edition, bringing sequences 
of all the top strips — “Terry,” 
“Blondie” and the rest—to the 
most remote Patific spots. 

The comic books, numbering 
half a million a month, are pro- 
duced with the cooperation of 
leading commercial syndicates, 
which donate the reproduction 
rights, while Leatherneck pays the 
cost of printing. 

While the comic syndicates have 
joined with Leatherneck for one 
extra service to Marines overseas, 
the publishing industry has lined 
up for another, that brings leading 
magazine titles free to the Corps 
each month, 


‘Time,’ ‘Newsweek’ First 


Time and Newsweek were the 
first magazines to set aside bulk 
shipments of their overseas edi- 
tions for Marines, turning over 
magazines beginning in August, 
1943, to be forwarded through the 
Marine publication’s regular dis- 
tribution channels. Reader’s Di- 
gest and the McGraw-Hill Over- 
seas Digest were added later. 

More publishers came in, and 
the program stepped up sharply 
late last year, until Leatherneck 
now handles 19 titles in its over- 
seas service. The pony editions, 
sans advertising, are printed at the 
publishers’ expense, on ex-quota 
paper. They are rushed overseas 
by special transportation arrange- 
ments, arriving in plenty of time 
to be fresh reading matter. 

Once overseas, the piles of 
magazines are turned over to the 
unit recreation officers who have 
instructions to hand them out to 
the men. Posters and special let- 
ters constantly remind these rec- 
reation officers, and their com- 
manding officers, that the maga- 
zines are to be handed out, not 
shunted off to the oblivion of a 
library. Special surveys and 
Studies in the field check the dis- 
tribution. 


Speed Up Deliveries 


For instance, one study showed 
that Time and Newsweek were 
ariving at the front nearly 30 
days after publication date. Time 
‘now printed in Hawaii, and the 
ume lag has closed significantly. 
Faster delivery of Newsweek is 
veing worked out through use of 
ar transportation. 

The magazines are getting to the 
front. One survey showed, for in- 
stance, that 97% of the units con- 
lactted were getting two news 
Magazines; 86% were receiving the 
Reader’s Digest and 64% the Mc- 
Graw-Hill Digest. The 64% and 

% figures were not enough. In- 
ttuctions went out to check dis- 
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DONT MUTHLATE ; 
YOUR MAGAZINES 


When business papers and general 
Ragazines come into your orgoniza- 
ton don’t cut them up. Route them to 

departments and then use our 
ttvice to handle your clipping work. 

et No. 20, “How Business Uses 

Clippings” tells how we do it. 


eee 


*ACON’S CLIPPING BUREAU 
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tribution of the two titles. Dis- 
tribution moves so fast that maga- 
zines flew into Iwo Jima on D-Day 
plus eight. 

At the latest reckoning, here’s 
what the Marines were reading: 
Reader’s Digest, 35,000 monthly; 
Newsweek, 90,000; McGraw-Hill 
Overseas Digest, 30,000; The New 
Yorker, 49,500; Life, 29,100; Time, 
72,000; Coronet, 40,000; Esquire, 
30,000; The Saturday Evening 
Post, 30,000; Country Gentleman, 
10,000; Omnibook, 10,000; Inside 
Detective, 5,000; Modern Screen, 
5,000, and Outdoor Life, 5,000. 
azine, 10,000; Blue Book, 5,000; G. 
I. Comics, 472,500; Sporting News, 
135,000; Popular Science Monthly, 
5,000; Outdoor Life, 5,000. 

Each copy, ads removed, has an 
imprint warning that it is not to 
be sold. An additional imprint 
advises that it has been distributed 
courtesy of The Leatherneck. 


Tendersweet 
Pushed in Radio, 
Newspaper Drive 


Vinton, Ia., April 3—In a con- 
sistent campaign designed to widen 
brand recognition for its Tender- 
sweet products, “the garden-fresh 
canned vegetables with the liquid 
food bonus,” Iowa Canning Com- 
pany is using 16 newspapers and 
radio programs in Des Moines and 
Dallas. 

The drive, directed by the W. D. 
Lyon Company, Cedar Rapids 
agency, was outlined early this 
year in letters from the canning 
company to Tendersweet jobbers. 
The jobbers, in turn, sent letters to 
their retailers. The retailers also 
received letters from the news- 
papers and radio stations in their 


territories to build up interest in 
the campaign and inform the 
grocer of what was being done for 
him. 

Then a series of seven news- 
paper ads was launched to run 
every three weeks in the woman’s 
section of the Des Moines Register 
and Tribune, the Dallas Times- 
Herald and the Fort Worth Star- 
Telegram. Simultaneously, reduc- 
tions of the ads appeared on the 
food pages of the smaller papers 
in the territories. 

Each ad, varying in size from 14 
to 60 inches, includes a recipe 
using the liquids from the Tender- 
sweet vegetable line—peas, sweet 
corn, whole corn kernel, whose 
beans, asparagus, wax beans and 
tomatoes. Copy also points out 
that a Tendersweet recipe book 
and meal planner may be had free 
by those who write in for it. The 
Iowa newspaper ads mention Sta- 
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tion WHO’s Sunday evening pro- 
gram, “A Reporter Speaks,” and 
the Texas papers mention Station 
WFAA’s “Tendersweet Musical In- 
terlude,” both programs sponsored 
by the canning company. A chil- 
dren’s color book of animated 
vegetable characters is offered on 
the radio program. 


Corn Products Ups Execs 


George M. Moffett, president of 
Corn Products Refining Company, 
New York, and Morris Sayre, ex- 
ecutive vice-president, were elec- 
ted chairman and president, re- 
spectively, at a recent meeting of 
directors. Mr. Moffett became 
president in 1941, succeeding the 
late E. T. Bedford, and will con- 
tinue to supervise the firm’s oper- 
ations. Mr. Sayre, with Corn 
Products for 35 years, will assume 
active direetion of operations. 


“Sometimes | wish I'd listen to 
something besides WCSH.” 


“Sometimes | wish I'd listen to 
something besides WTIC.” 


“Sometimes I wish I'd listen to 
something besides WJAR.” 


“Sometimes | wish I'd listen to 
something besides WLBZ.” 


“Sometimes I wish I'd listen to 


something besides WFEA.” 


“Sometimes I wish I'd listen to 
something besides WRDO.” 


“Sometimes | wish I'd listen to 
something besides WBZ.” 


| i 


“Sometimes I wish I'd listen to something besides NERN” 


The peak program and power 
impact of NERN stations is irre- 
sistible to 96.5% of New Eng- 
land’s tamilies. And NERN'S 
listeners respond easily be- 
cause,though comprising barely 
more than 6% of the nation’s 
population, they have 11% of 
the capital resources in U.S. 
Banks. NBC affiliation brings 


WBZ _ 1030 
WCSH 970 
WJAR 920 
WLBZ 620 
WTIC 1080 
WFEA 1370 
WRDO 1400 


HARTFORD, CONNECTICUT —_~ 


all NERN stations the nation’s | 


peak programs. FCC authority 
gives NERN stations New Eng- 
land’s peak power. This solid 


combination, available for only | 


$312 per daytime quarter-hour, 
comes with free studio facilities 
in Boston, Hartford or New York 


and without line charges. When | 


you buy NERN, you buy a 
network. 


NERN STATIONS 


Frequency Watts 


Boston, Mass. 
Portland, Maine 
Providence, R. L 
Bangor, Maine 
Hartford, Conn. 
Manchester, N. H. 
Augusta, Maine 


Nationally represented by 


WEED & COMPANY 


New York, Boston, Chicago, Detroit, 
San Francisco, Hollywood 
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Britain Sets Up 
Design Council 
to Aid Industry 


London, March 27.—The British 
government has set up a Council 
of Industrial Design to provide 
financial and other assistance for 
illustrators, industrial companies, 
distributors, and others seeking to 
improve the design of packaging 
and commodities. 

According to Sir Thomas Bar- 
low, council chairman, the newly 
formed organization will give 
added impetus to all design re- 
search and obviate the lack of co- 
ordination frequently existing 
“between producer and distributor 
on the one hand and designers on 
the other.” 

“In the last resort,” he said, ‘it 
may be said that the consumers 
call the tune, to the extent that if 
well-designed commodities aré 
offered to them they seem to want 
to buy them and so indirectly exert 
influence on goods designed. Di- 
oa: of course, they can do very 

ttle. 


| particular 


“The distributors are in a key 
position and exert great power. 
But all we can reasonably demand 
from them is that their designers 
should possess such general and 
education as enables 
them to judge the quality of the 
design of the commodities for 
which they are responsible.” 


Federation Names Six 

Advertising Federation of Amer- 
ica has elected the following to 
membership: Magnavox Company, 
Ft. Wayne, Ind.; Charles M. Storm 
Company, New York, Office Appli- 
ances, Chicago; Evening Citizen, 
Cairo, Ill.; Springfield Poster Ad- 
vertising Company, Springfield, 
Ill., and Lieber Advertising Com- 
pany, Chicago. 


Rose-Derry Appoints 

Nell Goldstien, formerly man- 
ager of advertising and sales pro- 
motion of the Silex Company, 
Hartford, Conn., has joined Rose- 
Derry Company, Newton, Mass., 
maker of mattresses and chemical 
heating pads, as advertising man- 
ager. She succeeds Harry R. 
— who becomes director of 
sales. 


GMA Lauds Econ 
Association Plan 
for Label Survey 


New York, April 3.—In express- 
ing approval of the announcement 
by the American Home Economics 
Association that it would conduct 
a consumer survey to find out 
what information consumers want 
on labels, Paul S. Willis, president 
of the Grocery Manufacturers of 
America, said members of his as- 
sociation are fully agreed that 
“any labeling program should be 
worked out by manufacturers, re- 
tailers and consumers working to- 
gether.” 

“It was with this in mind that 
the Grocery Manufacturers of 
America launched its campaign 
last fall to put good descriptive 
labels on all grocery products— 
to bring all labels up to the level 
of the best,” Mr. Willis said. “An 
important part of this program is 
discovering the kind of informa- 
tion consumers want for discrimi- 
nating choice of products to suit 
their own particular tastes, needs 


and budgets.” 


He said the cooperation of the 
women’s committee of the GMA 
had been offered the economics 
association, and declared that he 
hoped other consumer groups 
would follow the association’s ex- 
ample. 


Aerial Pictures 


Reveal ‘Hidden’ 
Rural Markets 


West Orange, N. J., April 3.— 
Finding a needle in a haystack 
may still be almost impossible, but 
when it comes to spotting the hay- 
stacks, Uncle Sam apparently has 
the answer. 

According to Eugene F. Mc- 
Veigh, area supervisor for the New 
Jersey-Delaware territory of the 
agricultural division of the Bureau 
of Census, the use of aerial-photo 
maps is proving highly effective 
in taking the 1945 agricultural cen- 
sus in the New Jersey counties of 
Monmouth, Ocean, Warren and 
Sussex. 

Where the census taker might 
have difficulty locating farms and 
buildings in certain rural areas, 
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he now studies the aerial maps 
and locates buildings, roads, rails, 
fields and streams, wooded areas 
and other landmarks. 

Officials believe that with the 
spread of air-photography censys 
methods, many farm potentialities 
will be disclosed for the benefit of 
research and sales departments of 
farm marketers. 


Safety Council Adopts 
Albany Health Ad 


One of a series of 12 ads on the 
manpower situation in the Alban 
area published in the Albany 
Knickerbocker News, and written 
by the daily’s national advertis- 
ing manager, W. Parkman Ran. 
kin, has been selected by the Na. 
tional Safety Council as a sug. 
gested model for other industries 
in the country. 

The ad, entitled “Stay on the 
Job by Staying Healthy,” has been 
sent to 80 district safety councils, 
to aid in working out a similar 
plan with local industries. The 
series of 12 ads was sold to Albany 
area war industries on a coopera- 
tive basis with the approval of 
the War Manpower Commission, 


ODAY a new and promising crop is thriv- 


ing in the farm South . . 


. a crop of new 


the farmer. 


cation sees greater opportunities today to help 
It senses the farmer’s quickened 


“Gus, look! A copy of the Buffalo Evening 
News*! Now we can find out what 


happened to Li’l Abner!” 


ideas, new points of view, new horizons. This 
crop is more significant than any field crop. 


Yes... a new vitality has spread through the 
farm South. And Southern Agriculturist .. . 
serving this market for some 76 years .. . 
has more than kept pace. This fine old publi- 


interest in its helpful and constructive col- 
umns. 


Thanks to its own new vitality and the new 
vitality of its market, Southern Agriculturist 
looms more and more important in post-war 
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Army Auditors 


Relax Ad Rule 
‘on War Contracts 


Allow Extensive List 
of Aviation Papers 
in Douglas Case 


Washington, April 4.—Douglas 
Aircraft and Army air force audi- 
tors have completed an agreement 
which demonstrates dramatically 
the elasticity of the formula under 
which military fiscal officers de- 
termine the trade and technical 
advertising which is to be con- 
sidered as an item of cost in the 
auditing of war contracts. 

Advertising generally cannot be 
charged against the government in 
calculating operating expense in 
the execution of a cost-plus-fixed- 
fee contract, but long ago the mili- 
tary agencies recognized that a 
reasonable amount of advertising 
in trade and technical publications 
should rate as a management ex- 
pense for the fulfillment of war 
contracts. 

More recently it has been de- 
cided that a small amount of news- 
paper or radio advertising for re- 
cruiting or employe morale pur- 
poses may also qualify as a man- 
agement expense, but all other 
promotion expenses must come out 
of the company’s pocket. 

The Douglas agreement with air 
force auditors deals only with the 
trade and technical class of ex- 
pense, admitting a considerable 
number of aviation publications 
into this class in connection with 
Douglas contracts. Surprisingly, 
the list includes several publica- 
tions widely sold on newsstands. 


Newsstand Rule Used 


In recent months military fiscal 
officers have insisted that all con- 
tractors justify “trade and tech- 
nical” expenditures in every pub- 
lication submitted with their 
claims. Frequently the auditors 
have ruled that publications with 
wide newsstand sales cannot qual- 
ify for a “trade and technical” 
rating. 

Officials explain this seeming 
departure in the case of Douglas 
with assurance that the newsstand 
sale criteria has not been aban- 
doned, but that the armed forces 
are inclined to be more lenient 
in arranging settlements where 
the trade and technical advertising 
is but a fraction compared with the 
over-all amount of the contract. 

In addition to allowing a large 
number of aviation papers pub- 
lished in this country, the agree- 
ment provides for advertising in 
British and Canadian journals. 
This further slight departure from 
custom is explained on the ground 
that Douglas has subcontractors 
abroad. 

The entire agreement, with its 
list of acceptable and disqualified 
publications, is subject to review 
by high ranking air force audi- 
tors. As it stands, however, it ap- 
parently represents a meeting of 
minds between the company and 
Army field personnel. 


Military Papers ‘Out’ 


Another interesting decision in- 
volved in the Douglas agreement 
was the blanket disallowance of 
advertising in all military publi- 
cations and benefit programs. A 
sizable number of these appear in 
the Douglas advertising account, 
but all have been relegated to the 


ALL BY ITSELF.. 


THE LIMA NEWS 
75 miles from any 


other metropolitan city in 


NORTHWESTERN 


OHIO 


list which must be met from com- 
pany funds. 

Among the additional classes of 
expense which are disqualified so 
far as “trade and technical” are 
concerned are: airline booklets; 
radio; lithograph prints and fram- 
ing; reprints of advertising; post- 
cards and envelopes; gifts; miscel- 
laneous advertising preparation, 
and ad preparation for foreign 
publications. The agreement also 
rules out Douglas contribution to 
cooperative advertising through 
the Air Transport Association of 
America. 


yo prem 


The publications which qualified 
for “trade and technical” rating 
in the proposed settlement of 
Douglas contracts are: Aero Digest; 
Aero Sphere; The Aeroplane; Air- 
craft Year Book; American Avia- 
tion; Aviation; Canadian Aviation; 
Commercial Aviation; Flight; Fly- 
ing Jane’s All the World Aircraft; 
Popular Aviation; Skyways; South- 
ern Flight; U. S. Air Services and 
Western Flying. 


A number of military publica- 
tions were disallowed: Army Day 
Review; Marine Corps Gazette; 
Marine Corps League Year Book; 


Navy Day Catalog; Navy Ball pro- 
gram; U. S. Naval Institute Pro- 
ceedings; West Point Academy. 

The Douglas account, which is 
reported to total approximately 
$400,000 a year, includes a number 
of news magazines, popular week- 
lies and picture magazines. 


To Davis & Beaven 

Thomas Bodley, who recently 
resigned as advertising manager 
of the Desmond chain of seven Los 
Angeles stores, has joined Davis 
& Beaven, Los Angeles, as art di- 
rector. 


eis 


Join Beacon Chemical . 


Benjamin Kunin has been ap- 
pointed eastern sales manager, 
and Dorsey Wallace, midwestern 
sales manager, of the Beacon 
Chemical Corporation, Philadel- 
phia, maker of Zero household 
cleaner and “33” Bleach. 


Names Kemmerrer 


Pacific Engineering Company, 
Los Angeles, has appointed Kem- 
merrer, Inc., Hollywood, to direct 
advertising, using industrial pub- 
lications and direct mail. 
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This photograph was snapped ai Rum ) 
have been caught by the camera any shopping day in any ciiy 
best customers of better U.S. department stores, food stores, 


pelmayer’s on New York’s Ceniral! Park Souta. Threesomes” just like this might 
from New York to the Coast. For surveys show the 
drug stores vote TIME their first choice magazine. 
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| This city has a population of 
{ 300,000 (331,570 city zone) with 
retail sales of 230 million dollars. 


2nd CLUE 


This city is a great transportation 
‘i center—9 railroads pass through 
and 2 national airlines. 


3rd CLUE 


It is the capital city of a great 
Midwestern state. 


You've guessed it by this time— 
yes, it's SAINT PAUL, and represents 


lusively by 


Covered Exc 


ant Dispatch 


Chicago Gets Sef 
for ‘Convention 
City’ Battle 


Seeks More Funds; 
May Use Ad Copy in 
Postwar Competition 


Chicago, April 4.—This city, 
which has an _ average wind 
velocity less than that of New 
York, Detroit, and some other 
cities despite the reputation it has 
as the windy city, is or should 
be better known as the conven- 
tion city, believes the Chicago 
Convention Bureau, Inc., which is 


coming a full bureau with the as- 
sociation until incorporating and 
starting separate operation § in 
1943. As part of the association 
it functioned as a sales organiza- 
tion with some success, but it 
didn’t have access to funds con- 
sidered sufficient to enable it to 
do the job it confronts—which is 
to build up convention and trade 
show business in the city to the 
point that it brings in at least 
$100,000,000 of business. 

As a separate entity, it has done 
a better job getting local business 
firms to contribute to its kitty. 
At present its several hundred 
members fall into 89 business 
categories. They include law 
firms, banks, steel mills, real es- 
tate firms, insurance companies, 
hotels, amusement houses, print- 
ers and department stores. Mem- 
bership increased 31% in 1944. 
It now has cash assets of $92,000, 
and hopes to build this up to 
$250,000. 


HALF »..::. 9th LARGEST MARKET 


and Pioncer Press 


a“ RIDDER-JOHNS. INC.. NATIONAL REPRESENTATIVES 
NEW YORK CHICAGO ST. PAUL 


t i 
———— 
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working zealously to that end. 
The erean is 4 long-established Will Advertise Later 

organization, having started as a Although primarily a promotion 
committee activity in the Chi-| organization, it operates more or 
cago Association of Commerce a|less as a highly trained traveling 
generation or so ago and later be-|salesman group. Its charter says 


bak all 
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in part that the bureau must take 
“all means to utilize the news. 
papers, magazines, radio, movies 
and other available media in de. 
picting Chicago’s position as host 
city of the nation,” but at pres. 
ent it is postponing consideration 
of advertising until it has more 
money in the till. 

Some of its work lies in direct 
mailings—letters and a few bro- 
chures—to presidents and mem- 
bers of convention-site commit- 
tees of some 3,300 associations or 
other organizations that make up 
its list of possible “clients.” But 
the principal business of its ex. 
ecutive vice-president, William J, 
Hennessey, and other paid off- 
cials is to contact association off- 
cials personally in an effort to 
influence their selection of fy- 
ture meeting sites. 

A big business, conventions 
and trade shows are said to bring 
over a billion dollars annually into 
the various cities of the nation, 
In 1941 it amounted to $65,000,000 
here alone. The biggest conven- 
tion cities are Chicago, Cleveland, 
Detroit, New York, St. Louis and 
Philadelphia. 


For the five years, 1938-42, 


eee 


“Of the things which man can do or make here below, by far the most 
momentous, wonderful, and worthy are the things we call Books!” 
—CARLYLE 


All the glowing tributes paid to books since history began become 
more significant in wartime. 


People see more clearly how vital books are to a free way of life. 
They realize that, in spite of all paper shortages, the advances of 
science and the progress of education must be recorded by the printed 
word. Instruction, entertainment and information must be kept avail- 
able to all our fighting forces and to the home front. 


The book publishers and papermakers of America have met this war- 
time challenge with noteworthy success. They have done it by reduc- 
ing paper weights, narrowing margins, cutting type sizes. They have 
used every known device and stratagem to save paper. 


This year the goal for our fighting forces alone is 85,000,000 books 
— more than four times the 1943 output for the armed services. This 


. * . . . . . . . 
does not include the millions of instruction books used in training. 


To help meet wartime needs for many kinds of papers, Oxford has 
combined continuous research with the experience gained in making 
more than 1,000 miles of fine printing paper every day. This combi- 
nation has given us an unusual fund of knowledge to apply to print- 
ing problems. And it will prove to be equally useful to all users of 
fine printing in the fruitful years ahead. 


OU DO WITH CELLULOSE FIBRE THAT COUNTS 


No blackout for books 


OXFORD 
PAPER 


COMPANY 
230 Park Avenue, New York 17,N. Y- 
MILLS at Rumford, Maine and 
West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, /I!- 
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‘ake these six each averaged 414 con-|brochure for local business men,|tangibles. In one recent year,|ample, has announced it is spend- 
bes. ventions, trade shows, and the| titled “$60,000,000 a Year in Ex-/it says, 12 Chicago hotels spent|ing $90,000 this year, and about 
an like annually, with average attend-| tra Business for Chicago.” It says} $17,471,133 for food, fuel and/50 cities are trying to cut in on 
te ance aggregating 329,968 that|}that amount of money represents| service (including payroll) in con-| the expanison in convention busi- 
Ost Bbrought in $24,604,664. The six|sales of products and services in|nection with handling convention|ness due in the postwar years. 
tion city a spent - peo of = F gets pone 4 Chicago|and related business. Many de- —_ 
$48,019 each annually to promote} firms visitors brought in by] partment store sales to these visi- ; 

ore A their cities’ advantages as meet-|conventions. Bureau officials say| tors are not traced to the conven- Joins Mathes Agency ua 

. js sites. For Chicago in the|this figure includes department|tion source. Several downtown Beane oi tmnt and. } mo a won an oe oe 
ect Fcame period, the figures show|store sales directly traced, hotel| hotels in one recent week checked P it f Amos Parrish & Co “4 ; 
or0- Wthere were 772 conventions with| service and food—these three ac-|this business, finding that 2,067 b pir sd “th _ ~ Yaa f fx M. \€ 
eM- Jon attendance of 899,842 spending| counting for half the total; sales|packages were delivered by 227 Math ay Ne "Y b Miss \_/ Cer 
nit- 653 200,000, resulting in part from|of wholesale and manufactured| widely varied firms to the con- Bun —" re Pm snd ] = | i" 
$s or the bureau’s average expenditures | products, $17,400,000; theater,| vention guests. vate ot oar ht ng » M vee Mie 

Be of $50,680. Attendance here ex- amusement, night clubs, and simi-| As the new brochure says, the Ward and James pe Th ne * — ; 
ut geeded 1,000,000 in 1939 and in|lar sales, $4,140,000; liquor, $2,-|incoming trade is an important N York y ” TEXAS: LOUISIANA 
ex- 11940. Even last year it amounted | 160,000; cabs and transit, $2,040,-| business and not entirely the re-|~°” *°* ‘." 
n J, to 269,000 who spent $20,275,000.| 000; gas, oil and automobile serv-|sult of Chicago’s position as the ° 
offi- | In the past 11 years, 8,148 out-|ices, $960,000, and $3,420,000 for|nation’s rail, bus and airline hub| 1elex Shifts to Hoyt 
offi- of-town groups have met here,}a miscellany of jewelry, candy,|or to the excellence of its hotel} Telex Products Company, Min- 
Ps bringing in 8,258,316 visitors who| flowers, luggage, tailoring, tele-| accommodations (which in the|neapolis manufacturer of the 

u- spent $465,664,000—or $1,000 for| graph, etc. normal times amount to about 6,-| Telex hearing aid and other elec- 
0 every dollar spent by the bureau} In soliciting support, it points|}000 vacant rooms a night in|tronic products, has appointed 
ian in that period, : out that the $60,000,000 figure} downtown Loop hotels). Philadel-| Charles W. Hoyt Company, New 
fee The bureau is now preparing a|does not include numerous in-|phia’s convention bureau, for ex-| York, to handle its account. 
ion. a 
,000 
fen- 
and, 
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BEST BET IN BALTIMORE. Ist in circulation in the 
6th largest city—the News-Post with the largest 
evening circulation in the South. In Baltimore, it’s 
been the leader for 17 years because it offers the 
) kind of news and features people like. 


THE SHREVEPORT TIMES 


> fe 


Brother, you’ve really got something when you In the Ark-La-Tex 
put your money on “the Ist in the 6th’. Area, KWKH, 
. with its 


Baltimore News-Post 


is the No. 1 Medium 
with full coverage 
: NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


and SELLING 
POWER in this 


prosperous market. 
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Army Overseas Editions of NEWSWEEK 
reach U.S. commands everywhere on 
earth the Flag flies on foreign fields: 
the South Pacific, the Philippines, China, 
India, Burma, Alaska, the Aleutians, 
Iceland, France, Germany, Italy, Bel- 
gium, the Netherlands, Iran, and all 
points between! 


An officer of the Army Air Forces, recently trans- 
ferred to a tiny atoll near Dutch New Guinea after 
a roving assignment that carried him to every cor- 
ner of the earth, was delighted to find copies of 
NEWSWEEK’'s “Battle Baby” part of the camp read- 
ing equipment. His enthusiastic comment concludes: 
“Like | do, NEWSWEEK certainly gets around.” 


The flier is right. NEWSWEEK’s “Battle Baby” 
follows the Flag to wherever it flies. More than 
half a million copies a week get to American 
fighting men facing the enemy in battle zones 
throughout both hemispheres*, are read by 
probably ten times that number .. . get there by 
plane, glider, parachute, truck, jeep, mule-pack, 
camel-back, hobnailed boots...bridge the 
cleavage between present reality and memory 
of home... give the lads in khaki a source of 


ADVERTISING OFFICES 

New York 
Philadelphia - Cleveland 

Detroit - Chicago - Los Angeles 


information they can believe in, trust, tie to... 
forge an unbreakable link between fireside and 
firing line. In short, Battle Baby keeps our fight- 
ing men alert to what's going on at home and 
abroad; then interprets the significance of its 
content for quick, and thorough, understanding. 

The lads like Battle Baby, naturally. Hundreds 
of letters posted from pinpoints on a world map 
testify to that unalterable fact. ... And that pref- 
erence for a publication received and read so 
eagerly and so thoroughly by the vast audience 
of American boys straddling the seven seas far 
from the home fireside... gives postwar adver- 
tisers pause to ponder about a medium that will 
be remembered and accepted by men who will 
run things after they get home again —and 
from then on! 
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XVI 


We think there is no place in adver- 
tising illustration where there is so little 
question of the advantages of photographs 
over drawings, or paintings, as in the case 
of foods. 

Even in black and white newspaper 
ilustrations, photographs, particularly 
where these are used in semi-editorial 
format, invariably attract greater atten- 
tion than drawings. And in magazine ad- 
yertising where full, true color reproduc- 
tion is so generally obtainable (even with 
wartime paper and printing) there rarely 
is a painting that can compare with even 
the average photograph. 

For instance, there are at least half a 
dozen examples in April magazines of 
paintings used to picture fruits and fruit 
juices, meats and cereals in a way that 
makes them not only unreal, but also 
fairly unappetizing. 

There can be no other objective in 
picturing a fruit salad, for instance, than 
to make that fruit salad appear exactly 
as it would on the dining room table. It 
should be absolute, and when it is not, 
a large part of the value of the illustra- 
tion inevitably is lost. 


XVII 


Advertising illustration that seeks to 
draw the observer into a situation with 
which he is unfamiliar, or to set up an 
entirely new experience, often is success- 
ful almost directly in proportion to its 
imaginative quality. 

Sometimes this is achieved in photo- 
graphs, as in the famous Matson Line and 
Hawaii Tourist Bureau advertisements 
that made it so easy and so exciting to 
imagine the thrill of an Hawaiian vaca- 
tion before the war. These usually were 
intimate and highly romantic. They also, 
as We recall them, were an exception. 

Most subjects that call for the projec- 
tion of the observer into an unfamiliar 
picture do this best when they are drawn 
or painted. Two vastly dissimilar illus- 
trations in The Saturday Evening Post 
for April 7 offer interesting examples. 

One, from the sprightly campaign of 


One-time magazine manager and 
founder, house organ editor, space “ped- 
dler,” ad club veteran, publisher of 
anthologies and ex-advertising director, 
President and General Manager S. De- 
Witt Clough of Abbott Laboratories ex- 
pects to lead this fast- 
growing pharmaceuti- 
cal house to new pro- 
duction and sales goals 
after the war. 

Though proud of the 
“sroup management” 
policy which has 
helped the North Chi- 
cago, Ill, manufac- 
turer rise to one of the 
top positions in the 
field, the 66-year-old 
executive himself has 
done much to spark Abbott’s phenomenal 
Success. He went to work for Dr. Wal- 
lace C, Abbott, founder and first presi- 


5. DeWitt Clough 


dent of the company, when he was 23— 
after a correspondence course in adver- 
sing had led to his appointment as 
western manager of three publications, 
American Printer, Newspaperdom and 
usiness World. Office supplies as well 
*S pharmaceuticals interested Dr. Abbott, 
and young Clough was hired, at $5 a 
week, to edit a house organ for Office 
‘€cord equipment and work part time 
in the ad department of the Abbott 
Alkaloidal Company. 

The weekly stipend went to $12.50 by 
’¢ time Clough became advertising and 
Usiness manager of the medical publica- 


Ihe Creative ans Corner 


the American Mutual Liability Insurance 
Company, which presents the ubiquitous 
Mr. Friendly, surely would be ludicrous 
in photography. A photograph of Mr. 
Friendly would have just about the same 
quality of reality as a photograph of a 
ghost. Mr. Friendly can only be real in 
imagination .. . and this he is in pen and 
ink. 

In a striking painting of the Arizona 
desert, the Southern Pacific railroad ad- 
vertisement, in this same Post, also gives 
the observer’s imagination full scope—in 
a different direction. We have seen many 
beautiful photographs made on the desert. 
But each has been particular. It allowed 
you only to put yourself beside a certain 
desert cactus or a certain palm tree. Here 
a brilliant imaginative painting makes the 
promise of the desert as a whole. 


XVIII 


The opening paragraphs from this new- 
est advertisement in Southern Pacific’s 
previously noted series follow the illus- 
tration of the desert with almost perfect 
continuity. 

We think this is craftsmanship of the 
finest kind and well worth quoting: 

“This is Southern Arizona. 

“This is the land of cowboys and 
Indians, of mysterious mountains... 
and lush and fruitful valleys re- 
claimed from the desert. 

“Once this region rang with Apache 
war cries, 

“Today a new war cry echoes from 
the mesas. It is the stirring whistles 
of war freights and troop trains as 
they roll irresistibly westward toward 
Japan. All day long you can hear 
them rumbling through the cactus 
forests. All night you can see their 
headlights flashing in the distance. 

“It takes real railroading to ‘keep 
’em rolling’ in this rugged western 
country. Southern Pacific rails rise 
from fantastic desert country that 
lies below sea level to towering 
mountain summits where the average 
annual snowfall is more than thirty 
feet!” 


You Ought toKnow © o oS. DeWitt Clough 


tion, “The Alkaloidal Clinic,” for which 
selling ads to rival medical manufac- 
turers was part of the job. Named ad- 
vertising manager in 1903, a decade later 
Clough became secretary and director of 
advertising; and in 10 more years vice- 
president in charge of advertising. He 
was elevated to the presidency in 1933, 
taking over the successful operation of a 
three-year “Make Your Goal” campaign 
embracing greater research, sales and ad- 
vertising programs. Abbott Laboratories 
had met the threat of the depression, not 
by retrenchment, but with these plans 
for expansion. 

Successive sales campaigns were drawn 
on even more ambitious scales and the 
goals were topped. Abbott now has a 
“Wive-Year Plan” and stockholders were 
told in the recent annual report that 
every department head at Abbott Labra- 
tories has drawn up a plan for postwar 
expansion, with all plans coordinated by 
a special committee. 

Admen, Clough told ApvVERTISING AGE 
in an interview a year after he became 
president, are ingenious, optimistic and 
courageous—but aren’t given enough op- 
portunity to contribute to their com- 
panies’ progress. While the sales depart- 
ment often is concerned chiefly with get- 
ting immediate orders, the adman can 
take a longer look ahead and develop 
promotional plans. “The advertising ex- 
ecutive should concern himself with cus- 
tomer relations and all other phases of 
the business where his special talents 
will be of value,” he insisted. “I frankly 


believe that if companies were to put 
their advertising managers on their 
boards of directors, so that they could 
see the business as a whole, and under- 
stand all of its problems, the results 
would be greatly to the advantage of 
these enterprises.” 

In Abbott Laboratories’ case at least, 
the advice was followed. In 1915, after 
11 years with the firm, Clough had been 
elected to the board. Charles S, Downs, 
with Abbott since 1930 and now director 
of advertising and public relations, was 
named to the board last April. 

A “grad” of the old Chicago Adver- 
tising Association, the Abbott president 
was one of the featured speakers at the 
Founders Day ceremony of the Chicago 
Federated Advertising Club in January, 
1941, when he testified to the value of 
that organization and adclubs in general. 
He served as president of the original 
Chicago club from 1913 to 1915, and saw 
his suggestion of a national group grow 
into the present Advertising Federation 
of America. 

Clough’s penchant for publishing led 
him into several private ventures, in- 
cluding the anthology, “Backbone,” which 
went through six editions to reach a 
50,000-copy sale; and a companion vol- 
ume published in 1928, “Everyday Cour- 
age.” Another small volume, “Letters 
Irom a Ball Fan to His Son,” won con- 
siderable popularity. “Backbone Month- 
ly,” launched in 1910, was sold, as was 
his trade journal for hospital supply 
buyers. Clough’s publishing ideas paid 
dividends later when “What’s New,” 
monthly house magazine for Abbott, was 
brought out. Combining thoroughly sci- 
entific treatment of medical and medici- 
nal developments with eye-arresting, 
four-color artwork and novel makeup, 
this direct mail piece has achieved a 
place of distinction in its field, with 
copies going regularly to physicians 
thruughout the country and abroad, and 
special issues to dentists, druggists, hos- 
pitals and foreign countries. 

Besides “What’s New,” Abbott pro- 
motes its pharmaceutical, biological, 
chemical and vitamin products ethically 
through professional and trade publica- 
tions, other direct mail, dealer aids, 
sampling and other promotional methods. 
District sales meetings hear the presi- 
dent’s voice, via a telephone hookup, be- 
fore Abbott representatives set out to 
merchandise these products. Conven- 
tions, bulletins, broadsides—and bonuses 
—-figure in the sales. setup. With the 
expansion still going on, and penicillin 
production growing, Abbott’s consoli- 
dated sales in 1944 were the largest in 
its history, exceeding $38,400,000, com- 
pared to $33,200,000 in ’43. Thirty-four 
new products were added, sales for which 
amounted to $550,000, and the Abbott 
president says sales of these should be 


much greater in 1945. Gross profit last 
year was over $20,600,000, highest in 
history. With renegotiation proceedings 
not yet completed, net profit was $3,039,- 
512, compared with $3,169,000 in 1943. 

“Group management” of the company 
and the committee system has flourished 
under Clough as the firm added employes, 
new domestic branches, and foreign sub- 
sidiaries. All Abbott officers are direc- 
tors; no director may sit on the board of 
any other corporation. Company affairs 
get a daily going-over at lunch time when 
directors meet within the North Chicago 
plant. The committee system of manage- 
ment, given free rein, embraces an ex- 
ecutive committee at the top; the board 
of directors itself as a policy committee; 
committees for department heads and 
supervisors; committees to integrate de- 
partmental work, such as the products 
planning committee; research and control 
committee; sales policy committee, pack- 
aging committee, catalog committee, 
budget committee, employe welfare com- 
mittee, etc. 

Except for the year’s service Capt. S. 
DeWitt Clough put in with the Army 
Quartermaster Corps during World War 
I, the Abbott president has been associ- 
ated with this firm for 40 years. Friends 
and associates marked the occasion last 
month with a testimonial dinner at which 
R. E. Horn, vice-president and director 
of sales, acted as toastmaster. Tributes 
were paid the executive by Franklin B. 
Snyder, Northwestern University presi- 
dent, Dr. Morris Fishbein, editor of the 
Journal of the American Medical As- 
sociation, and Richard J. Finnegan, pub- 
lisher and editor of the Chicago Times. 

As an anniversary gift Mr. Clough was 
presented with a resolution and a war 
painting by artist Franklin Boggs. He’s 
particularly proud of the painting, since, 
with his enthusiastic support, Abbott 
Laboratories early in the war Offered the 
Treasury the services of America’s lead- 
ing artists in creating war bond posters. 
To date 19 designs commissioned by Ab- 
bott to promote war bond sales through 
its own advertising to physicians have 
been given to the Treasury for official use 
as war bond posters. They’ve figured in 
the second, third, fourth and fifth war 
bond drives. 

Years ago, Abbott became one of the 
largest and most enthusiastic patrons of 
American art, engaging top-rate artists 
and designers to help with decoration of 
its new plant, its package designs and the 
distinctive covers and inside illustrations 
of “What’s New.” An extensive series of 
wartime paintings it “ordered”—of naval 
aviation, naval medicine, Army medicine 
and submarine service—has been pre- 
sented by Mr. Clough to the commanding 
officer of each group and the pictures are 
now being exhibited in museums through- 
out the country. 


SALES OF GROCERY AND COMBINATION STORES—1929 TO 1944 
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S The Advertising Market Place 


The rates for this department are as follows: 
Wanted,” 
charge $2. 


Wanted,” 
50 cents a 


“Representatives 
line, minimum 


so Oay 


HELP WANTED 


“Help Wanted,” “Positions 
“Representatives Available,” 
with order. All other 


and 
Terms cash 


classifications (single insertion rates): % in., $3.50; 1 to 3 in., $6.50 per inch. 
WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
a 4 OTHER AUTHORIZED CHANNELS. 


Wanted 
i SALES PROMOTION 
: MAN 


One of America’s leading manufacturers is 
seeking an experienced sales promotion 


man who must be, first of all, an excellent 
writer capable of editing internal house 
organ His duties will also involve the 
preparation of literature to dealers, mer- 
chandising of national advertising cam- 
paign, preparation of exhibits, ete Also 
desirable but not essential that he be able 
1 to address dealer meetings. Splendid post- 
~ war opportunity for man who wishes to live 
in city of 100,000 population within 100 
miles of Chicago. Experience in same in- 
dustry not necessary. Annual salary $6,000 


Address letter with full information re 
garding age, experience ami availability 
to 

J. P. ROCHE 


135 S. La Salle St., Chicago, Illinois 


HELP WANTED 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 8S. State St., Har. 2063, Chicage 
ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


ASSISTANT 
ADVERTISING MANAGER 


Wanted by large national advertiser. Ex- 
cellent opportunity. Must be able to han- 
die large volume and be well versed in 
production of magazine, newspaper and 
point of sale advertising. Permanent posi- 
tion. Fine opportunity for advancement. 
Write, stating age, experience and salaty 
desired. 


Box 6106, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


HELP WANTED 


Advertising Age, April 9, 1945 


HELP WANTED 


Long-established midwestern agency 
wants copywriter and layout man 
—mail order background preferably. 
State experience, salary desired. 
Box 7217, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING MANAGER 
To head advertising and publicity 
dept. of highly rated, progressive 
Chicago mfr. of mechanical products. 
Program includes extensive national, 
direct mail, dealer help, and house 
organ advertising. Finest postwar 
prospects. 
30x 7236, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER 
One of nation’s largest manufactur- 
ers, selling both wholesale and re- 
tail, needs copywriter with ability 
and experience. Excellent working 
conditions, exceptional post war op- 
portunity. Write 
F. C. Page, Personne! Dept. 
Goodyear Tire & Rubber Co. 
Akron 16, Ohio _ 
HOUSE ORGAN EDITOR 
Bright future for experienced editor 


and writer. Long-established Chi- 
cago manufacturer of interesting 
hobby mechanisms needs man for 
present and postwar consumer, 


and employee publications 
literature. 
37, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
~ CIRCULATION PROMOTION 
Excellent opportunity for imagina- 
tive copywriter under 40. Prepare 
circulars, letters, direct mail effort. 
National publishers. State qualifica- 
tions. 
Box 7230, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
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7 ican families. 


WHO SEE, AND READ, 
AND BUY! 


These people are friendly, neighborly Amer- 
Men and women of balanced 
personalities in which work, love, recreation, 
and an appreciation of the spiritual, each 
plays an important part. 
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They find news and instruction, inspira- 


tion and entertainment, in the pages of 
OUR SUNDAY VISITOR—REGISTER 
UNIT. What they read there influences 
their lives—on Sunday and every day. 


Many family discussions center about 
Their influence extends into 
women’s study clubs, men’s church societies, 
young people’s groups, school classes. Over 
9,000 parish pastors urge the purchase of 
these papers and encourage their reading. 


these pages. 


OUR SUNDAY VISITOR - 


ADVERTISING 
REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 


Advertisements on these pages are seen, 
read, believed—talked about and acted on. 
Pocketbooks open quickly for the advertiser 
who reaches these ONE MILLION FAM- 
ILIES through these pages. 
show you the Dr. West’s surveys—proof 
of actual sales! 


Send for information about these larger- 
than-average home-loving families and the 
response they are giving advertisers. 


REGISTER UNIT (ABD) 


30 NORTH DEARBORN ST., CHICAGO 2, ILL. 
ROOM 803, 110 EAST 42nd ST., NEW YORK 17, N. Y. 


Ask us to 


EDITORIAL POSITION available, on 
a leading business publication in 
the merchandising field. The job 
includes re-writing, reporting, plenty 
of correspondence with readers and 
preferably either the ability or will- 
ingness to learn the use of camera 
equipment. Please give full particu- 
lars as to salary, and experience, etc. 
Box 7220, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


WE WANT TO HIRE an industrial 
advertising man to fill a job in the 
advertising department of the A. P. 
Green Fire Brick Company at Mex- 
ico, Missouri. He must be able to 
write good copy, prepare working 
layouts and know production well 
enough to follow through on a job 
from the original idea to the com- 
pleted advertisement, booklet or 
folder. 

If you think you are the man we're 
looking for, why not write us about 
yourself. Tell us about your train- 
ing, ability, and experience and what 
salary you expect to make. All re- 
plies will be held in confidence. 
Address them to the Advertising 
Department, A. P. Green Fire Brick 
Company, Mexico, Missouri. 


INDUSTRIAL COPYWRITER 
The man we want has had plenty of 
industrial agency experience ... 
has a creative mind and can 
plan and write good, sound selling 
copy, both publication and direct 
mail. He is looking for an excep- 
tional opportunity in a fast growing 


agency .. with the possibility of 
becoming an account executive in 
the near future. We'd like to hear 


from him outlining his qualifications 
and salary expected. 
Box 7243, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING COPYWRITER 
Leading New York industrial adver- 
tising agency, in expanding its or- 
ganization, wants experienced in- 
dustrial copywriter, not a war-time 
replacement. Offers good future to 
right man. Write full details of ex- 
perience and salary expected. 
“i,” Box 7233, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
PUBLICITY DIRECTOR — Large 
Mid-West credit department store 
has rare opportunity for creative 
man of great capability. Plenty of 
full color, direct mail and color roto, 
as well as newspaper. Must be well 
grounded in all graphic arts and 
have good merchandising back- 
ground. Ideal working conditions, 
well-seasoned staff of 12. Write stat- 
ing age, experience and salary. En- 
close photo. 

Box 7240, ADVERTISING AGE 

100 FE. Ohio St., Chicago 11, Il. 


ADVERTISING SALESMEN 


Prefer previous experience general, 
Consider 


be- 


industrial, trade journals. 


ambitious, interested, veterans, 
ginners. Salary. Real future. Promi- 
nent company. 

Box 7234, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


SPLENDID OPPORTUNITY 

for young man in circulation depart- 
ment of national publisher. Experi- 
ence preferred but will train aggres- 
sive man. This is an interesting po- 
sition with a future for the right 
man. State exp., salary desired, etc. 

Box 7231, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
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<xp. Industrial advertising a 

Layout, lettering, assembly. Salas 
Box 7235, ADVERTISING AGRE ~' 
100 E. Ohio St., Chicago 11, I]j, 


MAIL-ORDER COPYWRITER 
Rare opportunity for ambitious 
young man who knows (and likes) 
the home-study field. He will qo 
all-around advertising work as as. 
sistant to publisher, and he must 
be interested in making a perma. 
nent connection with this fast grow. 
ing Chicago concern. Starting ga). 
ary $60 a week. Please write fully 
. . . your application will be kept 
confidential. 

Box 7244, ADVERTISING AGB 

100 E. Ohio St., Chicago 11, Il], 


—_<——————— 
REPRESENTATIVES WANTED 
Advertising Space Representatiye— 
Excellent opportunity for “go-get. 
ter’’ to work mid-west territory oyt 
of New York office. Will represent 
two of the leading publications jp 
the engineering and construction 
field, for old established firm, in the 
field for the past forty years. Start. 
ing salary $5,000 and expenses, plus 
bonus on commission basis. Reply 
giving age, education, experience 
and references. 
Box 7203, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 


POSITIONS WANTED 


SPACE SALESMAN AVAILABLE 
Highly qualified with 20 years’ ex. 
perience, seeks permanent connec. 
tion. $5,000-$6,000 bracket. 

Box 7238, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y, 


Agency Art Director Available 
Capable, Creative, Cooperative, 1( 
years’ experience on ranking ac. 
counts in dual capacity layout man 
and art buyer. Can go anywhere, 
Unless your Graphic Arts supply is 
of adequate high standard please do 
not answer this ad. 

Box 7232, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


LAYOUT ARTIST—ART DIRECTOR 
Need a creative man with ideas? A 
practical man—29 years old—8 years’ 
experience in layout, illustration, 
and lettering. 
Box 7241, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ACE FREE-LANCE COPYWRITER 
Age 35. 12 yrs. experience top-flight 
N. Y. agencies. Will create complete 
campaigns on fee basis. Also net- 
work or spot commercials. Can have 
layouts prepared by famous agency 
art director. 
Box 7242, ADVERTISING AGE 

330 W. 42nd St., New York 18, N., Y. 


ADVERTISING ASSISTANT 
Experienced, Copywriting, layout, 
proofreading, mechanical  produc- 
tion. Five years business exp. 

Box 7239, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IL. 


“MISCELLANEOUS 


JOB WANTED 

If your product is sold in grocery 
stores, FFR wants to work for you. 
FFR wants the job of keeping you 
abreast of the news, trends and de- 
velopments affecting the processing, 
advertising, marketing and sales of 
grocery store merchandise. 

Write for a free sample copy of FFR, 
or enter a subscription today. It is 
$3.00 a year for 26 issues chock full 
of information of vital interest to 
you. FOOD FIELD REPORTER, 33 
W. 42nd St., Room 2120, New York 
18, N. Y. 


Strong midwest agency offers Un 
usually attractive affiliations to ac- 
count executive. In writing, please 
outline experience and type of ac- 
counts handled. 
Box 7228, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11, Tl. 


OPPORTUNITY FOR 
AN EDITOR 


Publisher of a leading monthly 
industrial business paper, lo- 
cated in New York, seeks an 
editor-in-chief, either M.E. or 
E.E., to assume complete edi- 
torial responsibility. Ability to 
write constructively himself and 
direct the manuscript prepara- 
tion of staff editors and con- 
tributors is essential. Must be 
able to periodically contact 
manufacturing plant readers 
and reflect their points of view 
in the editorial pages. A con- 
tinuation of present prestige 
position of publication is assured 
in the postwar period. Give 
educational, engineering and 
editorial background in com- 
plete letter, also include per- 
sonal data about yourself and 
your availability. 

Box 6102, Advertising Age 

330 W. 42nd Street 
New York 18, N. Y. 


WANTED MAN WITH UNUSUAL SLANT 


.... to head a department concerned 
with custo r Here’s what 
we believe it takes 


a real interest in people as they 
are 
some knowledge of advertising 
technique 
patience and a sense of humor 
ability to write and talk per 
suasively 
an attitude of complete certainty 
and cooperation 
capacity to think creatively and 
to find opportunities for 
ing goodwill 
ability to make semi-technical 
information and business rele- 
tionships simple, pleasant 
interesting 
If you've been interested in such 
products as automobiles or househ 
equipment you would probably find 
this work a hobby as well os @ | 
The location is near Chicago. Present 
salary and future opportunity 9? 
above average. The company is ret 
tively large and you would like ™® 
policies, background, products 
people. We think we want a man 
to 45 and he must have a fine rece 
of both character and creative ability. 
This is not a new position in of 
organization, but a vacancy which we 
want to fill immediately. Obviously 
it is included in our postwar plans. 
If the type of work appeals to y% 
and you feel that you have the nece* 
sary qualifications, please let us hear 
from you at once. 
Box 6104, Advertising Ag 
100 East Ohio St., Chicago 11, ML. 


leti 


Adverti 


Gener 


New [ 
Gener 
Compan; 
a new DP. 
tated pa 
two con 
utilize d 
painted 
is negoti 
serve wl 
ice. AS 
monthly 
be rotate 
shop, W 
and giv 
required. 
months, 
painted, 
of four f 
Under 
rotary I 
were prc 
Rates fc 
somewheé 
compens. 
paint jok 
ishing. 


Railroc 


How 
make ste 
den we 
strength, 
which ac 
of steel, 
Delaware 
ern’s firs 
in all o 
the seve 
per cam 
railroads 
Joseph K 
handles t 


To Stu 


Triar 
York, pu 
appointed 
organizat 
Inc., to c 
vey on th 
its, and 
teen-age 
tabulated 


Four N 


Ellis Ac 
falo, has 
vertising 
Blade Ci 
struction 
elry Dist 
Products, 


re 


CO! 
With 


Large m 
manufacti 
Vertising 
farm bac 
good des 
fair know 
artist on | 


Splendid 
veteran ji 
career wi 
Moderate 
Ment in a 
develop. 

garding 3 
_— ir 
Why you | 
this pictu 


Write Bo: 
1” E. O 


WA 


Market 


Must ha 
| ning an 
analyzin 
clear re 
Portunit 
search , 
Chicago 
Write: | 
Dept., 

Brorby, 
Street, ( 


— 


. ; 23 
pO | a | PF a 
———- ——— - ——————— = _ 
ee 
. F . 
ee { 
{ 
| 
: 
rah 
SD 
| 
ee 
_— 
: ee ee oy 
; - = Sel Son emt a © > 
+ RG oer” a. ote Saan, Oe et ea ee a ee eee ee ; a ad Baie. 
a) * eae Zz a 4 = = * va ss E =.= am 7 —_ oo 44 Pi 7 % . § pitts BS 
ee ee (ep ; tae? by} S eres 
; ee eto A les essentials 3 : ME 
ie a la | pet ; af 
ae e <r i, hs Boa - 74 oo 
sia a : — vl So es <= ye sail lh ughl he , ee a4 me 
ee al - wcrc, FT yfihim : : BMG ee - 
ee ae ae ese ee: P ‘2 ad id Zz + 
Peon Mee) 5 Se eo — appara ae e ‘ : are 
= ae a PR Eo ie og ee +: tyes Ss ee,” eer 7 Sa eee ee ee a heal. * Cea ee 
i. OO ee Sistas, | |) eres 2 me cee 8 SS 
f Rae oe Nie ole a eee | Vi ORES ined ee eS ae ee 
= = bind tesco \ ie ne ~~ nt i gee ecg NN 
a , aa S hese ee ie <n" : i E ; 
: SS ee in oe we 
. a | oe \ i = 
it cma Allg er eres ae / 50 pean eres: sribes a ss 
. Bw. Bae Saas | és ; Rg ees 4 tae sista & eal 
: i. ae pear | | & PF 2 RO cata > 
ee ee es ee Fe ree stcs| | ee. ae aa. ee 
7 eo ’ a aia a a Pies \ . hc: aaa ilk ag 
of . : PER Ss Fey eg rl eee ) li pnaiisiassiilly tr age So fs it ea , 
il . om Boe ors Si see | / — i ne ae Ngee, . = 
4 twel : : “i ee a ry anes | or : oe * idl =, a es 
” a ee ee ee 2 See ioe * \ ‘ee - = ae ate : : — —| 
a SS artis ian ine ae, SH a6 a a eS ee het = | F ae aes Oe oc 
7 Wee " pee od ° ——— ch Era) et oe. 9 : 2 
F et ala eae. |) an on wees ok Ie ph Me y ‘ ier a p 
or eae Ls i 2) ae. a a a Po 
a 7 eae aoa. ; , oo Se te ee ea “steps .. heel fatgagri : Me SEs —— 
4 Siege. a : i taille ie ‘ Se a 
4 2 ; “A Meanie s se - , a a ie) ee ' —_— : ; = ir. janice — 
i ie @®. 2s cn... £2 ees... .-.. 5 in ae | 
; ; r i | ot i ae ee le eG xy, 5 + a sa Z.. 4 — 
7 j Bate a - ? we P - F rte — 0lCUll | NE, Ae 
| ce ee ae ese 
3 Cues = ; ie x : bac 2y ie d ee 
¥ > wie eee ee a *. ices 7 ee ee ll 
. y -— |e i — a | ae —— Emer 
i a : , et a F ‘ nat * fis. ae sae 
4. ae a: eel “a ; Be > it a 
‘ ‘ 
: a Mea ‘ F "Bll i oo 
: Feat y " cae) ’ tee 5 i: ae 
4 ¢ yi ae , 5 dl i ’ “‘ ee by my i is my 
a 3 rs * Sal es 
< . ’ ~ j or . “ od 
= Fr mF —— . ee aD —— = 
“4 aK | “a +e nA — 
7 e re 
: | = 
j : i Ww ¥ 
, 7 rH wae 
y s 
/ Hy ac 4 
f ase s 7 
: eontn | / —— 
i‘ oan j 
/ sea as ZX \ a 
y - co |? a 
: aig Fa a -— 
3 _— | ‘Qa — 
; A 
y . — - “a a 
? ’ | co ; 7 ee . 
‘ =i) —i (aD os 
ne | 
i Aa ee emer enn eo remem es Za 
ee 
7 ' 
' 
| | 
p | 
ee re m7 


GE 


Bui FF f25\|> 


et 


ati 


Advertising Age, April 9, 1945 


General Outdoor Offers 


New Deal on Paint 

General Outdoor Advertising 
Company, Chicago, has developed 
a new plan in connection with ro- 
tated paint displays, under which 
two complete faces (which can 
utilize different designs) will be 
painted as soon as the contract 
is negotiated, with one kept in re- 
serve while the other is in serv- 
ice. As locations are rotated 
monthly the two faces would also 
pe rotated, with one always in the 
shop, where it will be cleaned 
and given such refurbishing as 
required. At the end of six 
months, two new faces will be 
painted, permitting possible use 
of four faces in a year’s time. | 

Under previous practices with 
rotary paint displays, new faces 
were provided three times yearly. 
Rates for the new service are 
somewhat higher than the old, to 
compensate for the additional 
paint job and the monthly refurb- 
ishing. 


Railroad Starts Series 


How Lackawanna laboratories 
make steel “talk,” revealing hid- 
den weaknesses or disclosing 
strength, through “an instrument 
which actually looks into the ‘soul’ 
of steel,” is the subject of the 
Delaware, Lackawanna & West- 
ern’s first newspaper ad running 
in all on-line cities as part of 
the seventh coordinated newspa- 
per campaign by nine eastern 
railroads (AA, March 5). The 
Joseph Katz Company, New York, 
handles the account. 


To Study “Teen Market 


Triangle Publications, New 
York, publisher of Seventeen, has 
appointed the New York research 
organization of Benson & Benson, 
Inc., to conduct a nationwide sur- 
vey on the living and buying hab- 
its, and family influence on the 
teen-age market. Results will be 
tabulated later this spring. 


Four Name Ellis 


Ellis Advertising Company, Buf- 
fao, has been appointed ad- 
vertising counsel for the Tugend 
Blade Company, Garfield Con- 
struction Company, Caplen Jew- 
elry Displays and Iral Jewelry 
Products, all of Buffalo. 


COPYWRITER 
With Farm Background 


Large midwest farm machinery 
manufacturer has opening in ad- 
vertising department for man with 
farm background, who can write 
good descriptive copy and who has 
fair knowledge of working with an 
artist on layout and catalog design. 


Splendid opportunity for young 
veteran interested in advertising 
career with bright postwar future. 
Moderate starting salary. Advance- 
ment in accordance with ability to 
develop. Give full information re- 
garding yourself and your back- 
sround in first letter, and tell us 
why you believe you might fit into 
this picture. 


Write Box 6103, Advertising Age, 
10 E. Ohie St., Chicago 11, Il. 


a 


a 


WANTED... 


Marketing Research Man 


Must have experience in plan- 
| Ring and conducting surveys, 
| analyzing returns and writing 
Well-paid op- 
Portunity as assistant to re- 


clear reports. 


search director of a leading 
Chicago advertising agency. 
Write: Helen Cline, Personnel 
Dept., Needham, Louis & 
Brorby, Inc., 135 S. LaSalle 


Street, Chicago 3. 


= 


Greenfield Tap 


Merchandises Ads 


with Portfolio 


Greenfield, Mass., April 4— 
Greenfield Tap & Die Corporation, 
maker of taps, gauges and other 
threading tools, has prepared a 
large brochure, titled ‘“Show- 
How,” for its dealers, in which it 
points out that it is advertising in 
17 trade publications this year. 

The brochure emphasizes that its 


30 salesmen are s alists ready 
and able to train distributors’ 
salesmen by the use of exhibits, 
prepared demonstrations and other 
printed material. Slide films, it 
says, are being developed to pre- 
sent graphically the advantages of 
Greenfield tools. The company has 
also begun to publish each month 
a news bulletin, “The Greenfield 
Distributor,” to help distributors 
and their salesmen sell the tools, to 
report on sales trends in various 
markets, etc. 

Each month, further, dealers will 
get bulletins on proper use of va- 


rious taps, gages, etc. Greenfield 
booklets on screw threading and 
the like are available to dealers, it 
says. 

_ Channing L. Bete Company, here, 
is the agency. 


Hoyle Named Editor 


P. V. Hoyle, former business 
manager, has been appointed edi- 
tor of The Tobacco Leaf, New 
York, succeeding the late Carl A. 
Werner, Thomas F. Sullivan, pre- 
viously associate publisher, be- 
comes publisher. 


Gallaher to Grant 


Grant Advertising, New York, 
has been appointed to place insti- 
tutional and radio advertising of 
Gallaher Drug Company, Dayton. 


| am interested in 


progressive advertising agency. 45 

college graduate; 24 years’ experience In top 
executive positions with of America’s 
leading organizations. Present yearly income, 
$15,000; seeking er opportunity. 
originated and pi successful copy 
campaigns; know heads of com 


panies; super- 
vised selling; control business. Box 6101, 
ere Age, 330 W. 42nd St., New York 


Lominance 


IN GETTING 
THE NEWS 


To make sure of getting all the news, the New 
York Journal-American subscribes to all three 
of the big news services—the International News, 
the Associated Press, and the United Press. 


Its editors then present the news thoroughly and 
thoughtfully, truthfully and dramatically to 
New York’s newspaper reading families. 


That is one of the chief reasons why the New 
York Journal-American dominates the evening 
newspaper field. 


HEARST NEWSPAPERS 


IN CHICAGO 


IN NEW YORK 
THE JOURNAL-AMERICAN 


EVENING AND SUNDAY 


THE HERALD 


-AMERICAN 


EVENING AND SUNDAY 
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V-E Day Won't Lighten 
Gov't Hand in Business 


Washington, April 5.—Before 
bowing out this week, War Mobil- 
izer Jimmy Byrnes reminded us 
that after V-E Day, government 
will continue to exercise a heavy 
hand in the distribution of new 
consumer goods, with automobiles, 
tires and tubes, for instance, di- 
rected first to war workers. 

The second quarterly report to 
Congress pointed out that $140,- 
000,000,000 in cash and war bond 
savings had created a_ potential 


market which would gobble up—at | 
almost any price—refrigerators, | 


By STANLEY E. COHEN, Washington Editor 


it applies to shoes, certain foods, 
automobiles, gasoline and other 
items, will be continued. Price 
control must remain firm in spite 
of the temporary inflationary 
pressure as the public bids for new 
appliances. 

Mr. Byrnes said it looks as if the 
basic gasoline ration for private 
vehicles can be increased slightly 
after V-E Day but “in view of the 
average age of our motor driven 
vehicles and their tires, it is per- 
haps well that no large increase 
will be feasible for some months 
after Germany is defeated.” 

* a % 


Break: Personnel at the Depart- 


vacuum cleaners, flatirons or any-|ment of Commerce continues to 


thing else. 


shift, but Henry Wallace was able 


To insure that scarce goods go | to salvage at least two top men 
where they are most needed, Mr.|from the Bureau of Foreign and 


Byrnes advises that rationing as | 


Domestic Commerce last week. 


One, Milton Gilbert, head of the 
national income unit, turned down 
an attractive mission overseas to 
stick with Commerce, while Mike 
Meehan, chief of the research and 
statistics division, remains on after 
flunking the physical for an Army 
commission. Most serious recent 
Commerce loss was Walter Crow- 
der, chief of the distribution divi- 
sion, who went to McGraw-Hill. 
Hope: With industry and govern- 
ment continuing to battle over the 
OPA-WPB program to hold textile 
manufacturers to the production of 
low and medium cost articles, there 
is still no assurance that much 
clothing for civilians will be made 
in the coming months because a 
heavy percentage of the industry is 
occupied on military orders. One 
new approach to the problem 
comes from the War Department, 
which announces that a committee 
of textile experts is enroute to Eu- 
rope to see whether Belgian and 
French looms can be put to work 
on Army orders. as 


Evidence: An article pub- 
lished in “National Glass Budget” 
in 1926 is the basis for a govern- 
ment action against the Hartford- 
Empire Company, Hartford, Conn., 


for cancelation of four patents: The 
Department of Justice charges that 
company lawyers “ghosted” an ar- 
ticle signed by William P. Clarke, 
president of the American Flint 
Glass Workers’ Union, praising the 
company’s machines. The govern- 
ment describes the article as a 
fraud on the patent office and 
courts. Expense: The Bureau of 
Internal Revenue will not allow 
business men to charge off pre- 
mium black market prices as busi- 
ness expense. In auditing books 
for income tax purposes the gov- 
ernment allows only ceiling prices 
as cost. Results: That amazing 
amendment to L-244, the WPB 
magazine limitation order, making 
dealers responsible for handling 
publications printed on black mar- 
ket paper, is showing results. 
Gotham News Company, New 
York, last week agreed to recall 
“Pop Pop” and “Twinkle”, two 
magazines it distributes, which 
were allegedly printed in violation 
of paper restrictions. 
* * + 

People: Mason Britton, for- 
merly of McGraw-Hill, has re- 
signed as administrator for the 
Surplus Property Board in order to 
take a confidential government as- 


<< ‘Kite hen-bre d culinary competent... 


she watched her mother make good with 
groceries, picked up pointers she expected to 
use some day. .. . So a menu is not a mystery; 
an extra man to dinner will not be a crisis when 
her Extra Man gets out of GI, becomes her star 
boarder. .. . And no storekeeper can sweet-talk 
her into something she doesn’t want! 

With provender no problem, she can think 
ahead of most brides, has her blueprint for the 
future . .. won’t be happy with the second rate, 
is set to save and schedule, work and wait... . 
She will be No Mean Influence in the marts of 
trade tomorrow, carry weight with women less 
assured. . . . She isn’t a statistic but a-State of 


medium. . . 


Mind that merits your best ambassadors 
in advertising. 

Two years ago, the editors of Life Story 
surveyed this State of Mind, sized up the young 
woman and wife of wartime as a major objective, 
... enlisted leading writers and artists to provide 
fiction founded on experience, useful as well as 
entertaining . . . articles of special significance and 
service to this new woman stratum. . . 
even with present wartime limitations, have 
attracted 500,000 plus circulation, 99% newsstand 
at 25c per copy . . . set in motion a major 
. Inquire! . . . Life Story—a Fawcett 
Publication, at 295 Madison Ave., New York. 


. And 
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signment. . . . Following elevation 
of Charles Denny to the FCC, Roggj 
Hyde has become general counse 
and Vernon L. Wilkinson, formerly 
assistant to the Attorney Genera] 
comes over to the FCC to fill Mr 
Hyde’s former spot as assistant 
general counsel. Record: Ther 
has been little excitement about it 
but despite manpower and ma. 
terials difficulties, manufacturer 
expect to make 500,000 electric 
irons for civilians during the see. 
ond quarter of 1945. The 2,000,000- 
iron program for 1944 bogged 
down badly, with only 800,009 
produced for the entire year 
Checkup: One of the thing 
that annoyed the FTC in a com. 
plaint against Century Trave] 
Service, New York, was use of the 
word “approved,” which allegedly 
led the public to believe that pack- 
aged tours to Miami had been avu- 
thorized by a government agency, 
In raising the issue, FTC points 
out “actually ODT has not ap. 
proved or sanctioned the tours, but 
on the contrary discourages the 
active solicitation of travel.” 


Finding: The Bureau of 
Standards has come up with an 
unenthusiastic report about cur- 
rent plastic shoe soles. After ex- 
tensive tests, it says “the more sat- 
isfactory grades of vinyl shoe ma- 
terials would meet certain specified 
requirements”—but unfortunately 
vinyl resins are in critical supply 
and only scrap is available. “Plas- 
tic shoes composed of a large 
amount of fibrous materials bonded 
with a small percentage of vinyl 
resin are akin to rabbit meat made 
of one rabbit and one horse and 
equally disappointing,” the bureau 
comments. Trouble: V-E Day 
talk may be in the air, but the lead 
situation gets more difficult. De- 
livery restrictions have been 
tightened, and lead _ collapsible 
tubes have been restricted to 
toothpaste, rubber cement, buffing 
compound and type-metal flux. 
Damage: Package goods dam- 
aged in transit amounted to $60,- 
000,000 last year, an increase of 
36%, the Department of Commerce 
says. The department feels this 
demonstrates the need for more 
careful packaging. Others may 
feel it merely demonstrates the 
need for more packaging material. 


Project: American Airline 
has opened regular scheduled air 
freight service to Mexico City, 
with the first trip carrying cargo 
from International Telephone & 
Telegraph, John B. Stetson Com- 
pany, E. R. Squibb & Sons and 
Wyeth, Inc., the last two shippers 
of penicillin. With planes tied up 
in war service, American is not 
actively promoting the service at 
present, but it is looking ahead. 
Warning: Jimmy Byrnes. warns 
that paper, pulp, textiles, leather, 


containers, lumber and _ many 
chemicals will remain critical long 
after V-E Day. Results: Net 


time sales for 137 of the 162 1,000 
to 2,500-watt standard radio sta- 
tions were up $5,981,160 to total 
$20,721,794, an increase of 41% 
over 1943, FCC reports. 


Heads Valve Sales 


Joe W. Greene, valve sales spe- 
cialist for the past 20 years, hés 
joined Ohio Injector Company, 
Wadsworth, O., manufacturer o 
bronze, iron and steel valves, 4 
general sales manager. 


Graham Joins CBS 


Irvin Graham, formerly adver 
tising and sales promotion mant- 
ager of Sesac, Inc., New York, 
has joined CBS as promotion man- 
ager for radio sales. 


ad 


THE BAKING INDUSTRY MAGAZINE 


FACT NO. 18 — 


Paid subscriptions goin 
into bakeries INCREASE 
during the year 1944 by 
1391 copies—to a record 
figure of 9,368! These are 
in the PREFERRED buy- 
ers, the kind you want to 
reach. 
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: . . ‘ media in promoting the merits of ADA’s account is handled in the | budget is said to be about $1,000,- 
Roel Crosby-Inspired Dair yY Ass n Seeks the products and to bring about| Minneapolis office of Campbell-| 000, most of which is spent on ex- 
nsel, public understanding of the dairy | Mithun, Inc. The agency’s Chicago hibits, motion pictures, brochures, 
ner]; Products to Get $2,000,000 Ad industry and its products.” office handles the account of the| display signs and the like. 
eral, ] P ti F d f ] 9 46 ta onsen reports beg Baa National Dairy Council, which rep- cxndiagimntiastahdeet 
iated groups have recently n| resents not only dairy farmers but 
stan Na romo 10n . un , on organized in New York, Texas,/milk wholesalers and distributors, Pantasote Names Lyon ; 
"here § Los Angeles, April 4.—Inventors (Continued from Page 1) Tennessee and Wyoming, and that|ice cream makers, dairy industry} Pantasote Company, New York 
ut it Fwhose creations for the civilian| have decided on the principle of| indications are that dairy farmers| suppliers, etc. and New Jersey, manufacturer of | 
ma. gmarket have already been accepted | ‘accentuating the positive’ in|in 36 states will support the ADA| Recognized as the educational| coated and impregnated fabric, has 
ur py the Crosby Research Founda-| moving toward the problem of ad- program of advertising and re-|and research organization of the|appointed S. Duane Lyon, Inc., 
ers : g p 
ctrie Ftion May expect to have their | vertising and merchandising,” ac-|search. In California, it is said,| industry, the council advertises in} New York, to handle its account. 
sec. Jproducts promoted nationally, it|cording to Owen M. Richards,|they are seeking legislative action|a long list of medical, home eco-|A campaign, including sales pro- 
,000. fwas indicated this week with the| ADA advertising and general man-|enabling farmers to participate| nomics and scholastic publications.|motional material and a house 
ggeq Fappointment of an agency repre-|ager. “We will use newspapers, later this year in support of adver-| Although its magazine expenditure|organ, is being scheduled for 
0,009 g sentative. , oe radio, magazines and similar|tising and other promotion. is not large, its annual promotional | magazines and trade publications, : 
year | Edward R. Halperin, Advertising 
nings § Engineers Corporation, Los An- 
com. ggeles, has been appointed by the 
rave! ¢kloosterman Company, Hollywood, 
f the which has the exclusive contract GO OD B ' fey I N E 
sedly | to distribute all products made by 
yack. (authority of the Crosby founda- 
' 7 tion. Kloosterman has already es- B y Ed gar A. Guest” 
ency, tablished offices in New York, Bos- 
oints 4 ton, Philadelphia, Chicago, Detroit, 
ap- Louisville, Cincinnati, and _ St. . 
. but | Louis. The company also plans to \\\\ | | hi 
the fopen distribution centers in 30 \ \ lf “tp 
other key cities. We S 
Formed in 1941, the Crosby] | 3s 
| of f enterprise was organized by Bing} ] F I POSSESSED a shop i oth off my floor! 
h an § Crosby and his brother, Larry, tt) === = 
cur- § aid in the development of inven- ates” rs 
- ex. § tions which would further the war 
sat. § effort. Since then, it has been 
ma- § broadened to include many civilian 
“ified § products. The Crosby organization ’ 
ately J is said to be the largest of this I'd never let some gloomy guy 
ipply f kind in existence, with the sole 
Plas. § exception of the Inventors’ Coun- 
large § cil, Washington, which confines its 
nded § efforts to war products exclusively. 
vinyl > . 
nade ee ee I'd never keep a boy or clerk --- With mental toothache 
and Products originally submitted to 
reay § the foundation which have since 
Day § been developed and placed on the 
lead § market include a crutch seat, easily 
De- § convertible, for wounded  vet- 
been | rans, produced by.the Bodkin 
sible | Mfg. Company, Los Angeles, 1,000| Nor let a man who draws my pay 
1 to | of which have already been made 
ffing § and donated to the Navy by Bing; 
flux. |. a2 portable baby crib, convertible 
jam- § into a suitcase for baby’s clothes; 
$60- | 2 paint brush holder; a lemon- 
e of § slice squeezer fitting over the top 
rerce § Of an iced-tea glass; an automo- é 
this J bile battery indicator to show \) 
more { when water is low; and a two- : 
may | piece plastic smoking pipe. I'd treat the man who takes my time--- And spends 
the More than 20,000 inventions y me: 
srjal. f were submitted to the foundation 
during its first year. These were 
lines § examined by an engineering staff 
1 air § and several hundred were found I q th d , 
City, § to have practical military applica- : e to close e dea 
argo | tion. This was followed by a With courtesy, That I was pleas : 
e & § flood of civilian as well as mili- 
‘om- § tary inventions, coming in at the Wl li 
and § tate of 1,000 a month. With the 4 
ypers § appearance of civilian products, it MS ; 
d up § was determined to set up a meth- 
not J od of merchandising such inven- Because tomorrow, who can tell? He may want stuff I have to sell, 
e at = in the postwar era. ‘ 
read, he Kloosterman Company was wil: : 
arms § organized to handle national dis- Wy | 
ther, | tribution of civilian products. In- \ pein ali 3 
nany erent plants were drawn into Bee h 
long e picture as manufacturers of . ’ sey . 4 J 
Net | individual items. The Klooster- And in that case, then glad hell be To spend his dollars all with me 
1,000 § man Company is headed by L. E. 
sta- | Kloosterman and Clinton E. 
total f Thorne, formerly with the Ad- 
41% | dressograph Company, is_ sales 
manager. The Crosby Research Fosse 
peundation is managed by Lloyd Whig. 
ager. WELCORELA® 
spe- Nuit : T ther store 
= Don Lee, Mutual Buy The reason people ‘se ypass one door:-- To patronize h ano ; 
aut | New Studio Site | 
s, as eerchase of a ee emese fast \\ I} 
act on Vine St., Hollywood, Cal., WALZ a 
a permanent site for a se IN OS MI WIZ i 
and the Hollywood head- ‘ : 5 7 aN 
quarters of the Don Lee and Mu- Is not because the busier place - Has better (WO silks,g@ or gloves,@ or lace 
lver- — tual systems has been announced a 
nan- § by Thomas S. Lee, president, Don 1 e i 
fork, § Lee Broadcasting System. A total NZ . ee 
nan- § of $750,000 will be spent on the ——— WW ‘a 4 
tract and to build a two-story sta- ; y f SS pa 1T Fr | 
—— fj im and headquarters building. Or special prices, 2 . but it lies---In pleasant words “g*) and smiling eyes; 
Oe: 
COMPEr, — 
was A "| Op 
oe 
. , ‘ ° } 
The only difference, I believe, Js in the treatment folks receive! 
i ing published as ai vertisem in the interest of improving customer relations in all 
poke oF tocobames oe bee wie ae ped be arta! ye pa C mM dealer representing: 
CHEVROLET, PONTIAC, OLDSMOBILE, BUICK, CADILLAC, GMC TRUCK, FRIGIDAIRE 
GENERAL MOTORS, DETROIT 2, MICHIGAN 
| * From the book “ Today and Tomorrow” by Edgar A. Geos, coprriole 1948 by The oe dna ry ape sawn Mlineis. 
| ore oo am desion ore by GM Customer Research. : 
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V-E Day Cutbacks 
Hold Key to New 
‘Consumer Goods 


(Continued from Page 1) 


toward assuring Japan priority 
on the output of American indus- 
try than any earlier plan did. 

Consumer goods _ production 
seems destined to run into at least 
two obstacles, however: (1) There 
is no provision for pre-reconver- 
sion planning in the current blue- 
print; (2) industrial and “urgent” 
civilian programs may gobble up 
the available materials in the first 
months after V-E Day. 

Plans outlined by Mr. .<rug and 
by the Office of War Mobilization 
this week are based on revision 
of the priorities system, to make 
it possible for manufacturers to 
buy on the open market whatever 
materials and parts are left over 
after military and essential ci- 
vilian programs are taken care of. 


After V-E Day, instead of be- 
fore, as Donald Nelson proposed 
last summer, steps will be taken 
to provide tools, equipment, con- 
struction materials and compo- 
nents for industry. For industries 
that will continue in war work for 
some months, this makes little 
difference, but for others it can 
mean idleness and delay. 


Automotive Delay Seen 


The importance of this delay 
cannot be estimated until more 
information is available on the 
distribution of V-E Day cutbacks. 
Probably the automobile industry, 
one of those most desperately 
needed in war work, will continue 
to produce weapons for some time. 
Others that have an interest in 
pre-reconversion steps to fill the 
pipelines of supply are the wash- 
ing machine, vacuum cleaner, re- 
frigerator and other appliance 
producers. 

A second, and possibly more 
important factor which may 
hinder the return of consumer 
goods is the still undetermined 
extent to which government will 
control civilian production. 

Last fall it was said that gov- 
ernment would interfere only in 


emergency cases, where certain 
civilian goods were essential for 
the protection of health or safety. 
Now there is greater emphasis on 
special programs to _ provide 
“essentials” for the home front. 

The implications of this are 
readily understandable from 
these figures: From present esti- 
mates, military needs for carbon 
steel, basic to production, will be 
cut back 1,500,000 tons immediately 
after V-E Day. In the next three- 
quarters the cutback would 
amount to 2,400,000 tons per 
quarter. 


Could Resume ’39 Rate 


Experts point out that this is 
a sizable supply of steel for the 
home front. At that rate, almost 
all the desirable appliances could 
be reappearing on the market at 
1939 rates of production within a 
year, 

But WPB Chairman Krug now 
tells us that urgent home front 
programs for industrial goods and 
food containers must have 1,500,- 
000 tons of carbon steel immedi- 


ately. By setting up priorities 
for certain classes of civilian 
goods, he can channel virtually 


all the civilian steel into the prod- 


ucts the government decides to 
make. 

He makes no secret of his in- 
tent to take care of railroads, oil 
producers, utilities and capital 
goods producers. One encourag- 
ing element in the situation is Mr. 
Krug’s confident prediction that 
the civilian steel supply after V-E 
Day is likely to exceed the 1,500,- 
000 ton cutback figure because 
subcontractors may draw on in- 
ventory as war work falls off. 


No Industry Estimates 


As yet, WPB has not prepared 
any reconversion estimates by in- 
dustries. On automobiles, in par- 
ticular, the WPB chairman would 
make no prediction. 

Automobile production would 
be complicated by the shortages 
of such materials as rubber for 
tires and textiles for upholstery. 
With tires ranking as a critical 
program, some officials doubt that 
a sufficient number of cars can 
be built to permit production by 
all members of the automobile in- 
dustry. Considerable pressure has 
reappeared within the government 
for a “Victory car.” 

The process of getting industry 
back into’ civilian production 


Cy Hungerford 
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thi 


UST a simple cartoon — but 

what a punch it packed! The 
day it appeared donations at 
the main Red Cross Blood Bank 
jumped from a previous aver- 
age of 178 to a high of 448. 


Cy Hungerford’s cartoons are 


like that. For 15 years they've been a morning must 


to our quarter million readers. 


Other editors recognize Hungerford’s remarkable 


New York ° Chicago 


IT's “LUCKY PITTSBURGH” Gecacse 


° Philadelphia ° 


Boston ° 


talent, his keen insight and telling satire by regularly 


reprinting his cartoons in newspapers everywhere. 


Yet, this Post-Gazette artist is only one of the great 


names that make this great newspaper—just one 


reason for its amazing influence—an influence that 


brings results! 


PITTSBURGH 
POST-GAZETTE 
One of Cmericas Greet Hewspapers 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


Detroit . San Francisco e 


Los Angeles . 


come peace, there'll be no reconversion lull here. 
burgh’s industries are basig--coal, iron, steel, aluminum, etc.— 
and they'll be the backbone of production in peace as in war. 


Seattle 


Pitts- 
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STAYS PUT—The new package for Lis. 
terine tooth powder, product of the 
Lambert Pharmacal Co., St. Louis, fea- 
tures a bright red plastic knob which 
comes off easily and stays put securely, 


will work in this way: 

As materials become available 
after V-E Day, Controlled Ma- 
terials Plan and priorities restric- 
tions will be modified so that left- 
over materials can be sold on the 
open market. Priorities would be 
provided only for war and “‘neces- 
sary” civilian products. 

Limitation orders, except for 
such scarce items as tin, rubber, 
pulp and paper, containers, tex- 
tiles, lumber and certain chem- 
icals, will be lifted. The ban on 
construction will be relaxed for 
urgent programs, and spot author- 
ization will be strengthened. 

The extent of civilian produc- 
tion will rest on the distribution 
of cutbacks and the amount of 
material available. Cutbacks are 
to be handled in such a way as to 
free the most important civilian 
plants as quickly and fairly as 
possible, 


Effective Circulation 


of Outdoor Ads Gains 

For the fall of 1944, the effective 
circulation of outdoor advertising 
in 174 cities was 11% greater than 
at the time of the actual field 
audits made in prewar years, re- 
ports Traffic Audit Bureau. The 
report differs from other wartime 
studies in that it includes a com- 
pilation of the 163 plants counted 
both in the spring and fall. The 
result of this yearly comparison 
reflects a 9% increase in effective 
circulation for 1944, TAB says. 

There is no change from the 
fall of 1944 over spring, 1944, in 
the component parts of outdoor 
circulation. In 1944 pedestrians 
accounted for 16% of all poster 
advertising circulation as against 
10% perwar, street car-bus at- 
counted for 17% against 11% pre- 
war, and auto-truck was at 67% 
against 79% during the 1938-1942 
period, 


Mack Truck Ups Walker 

John Walker, with Mack Inter- 
national Motor Truck Corporation 
since 1918, has been appoin 
manager of the sales engineering 
department with headquarters at 
New York. 


To Walter W. Wiley 

The Lackawanna Pants Mfé. 
Company, Scranton, Pa., manufac- 
turer of men’s trousers, has ap- 
pointed Walter W. Wiley Adver- 
tising, New York, as its agency. 


il . 
The 13) if & 
AUTOMOTIVE SERVICE INDUSTRY 


is entering the most prosperous period 
in its pistore, Cover this market 
thoroughly w Automotive Digest. 


VOLUME COVERAGE’ 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 


Advertisi 


Distr’ 
Mark 
for B 


Mem) 
merchan 
dealer oO 
drive to 
AM ane 
phonogré 
next we 
of distric 

Leona: 
sales ma 
other e& 
Radio di 
Corpora’ 
close the 
southern 
day mee 
will he 
advertis 
manage! 
scope 0! 
dollar m 

Adopt 
most e) 
grams, ] 
national 
lications 
Hadley 
coopera! 
pers als 
role in t 
ing effo 
are ava 


The \ 
Truesde 
ment oi 
coverin; 
tial nat 
will be 
ately t 
build sé 
tions al 
rush” t 
sumer | 
ket. 

Large 
grams 
distribu 
tions, a 
chief, a 
a four- 
gram | 
tions 0: 
to be | 
analyzi 
tories’ 
them ir 
stimula 
activiti 

Hora 
ager, V 
genera! 
net de 
poratec 
radio-{ 
engine’ 
eareful 
eabine' 
tone q' 
radio t 
ing to 

Plan 
such ;s 
counte 
and gi 
are to 
assista 
southe 
view a 
depicti 
ductio1 
poratic 


Som: 
Robi 
assista 
Broad 
named 
tising 
repres 
with t 
for m« 


58 es | 
: | | | us r a” 
‘a ™ a : 3 a % 
a 
| % ; 
. | F RAM ; 
| : > ify Ee 
| L ee — , 
| a | UISTE RINGS 
a te a 
Sp. ye i 
; < ii 
BA TOOTH fF 
ee i % 2 a 
| | APOWDERE 
? eG _ 
| S\ yy a —= 
; = “1 yy = 
a ee 
J ee ~<tnen 
<a p mm 
. ere "thee ne cgi ee a 3 
, wand ne = lt t——ts 4 
; "—omeee mn nal — aaa 
: (TT ener g 
4 | —— i 
eat a eeeceacaaaaaaeaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaacaaaaaaaaaaaaaaaaaaaaaaaaaamacaaaaaaaaaaaaaaaaaaaaaaasaaaaaaaaaaaaaaaaaaaaasaasaaaaaaaaaaasacamsaaaasaaaaaaaaammmaaaaaaaaaaa 
E a on / ry 
4 al : ‘ “ oy i se rf 
3 \ eee “t. di oe, ae / 2S swwirsie of Ones logy a 
; te ; ea ’ kk y Ling larg h Paxst-Carcdte / ~7, : 
. = : a ‘ 3% 4 P . eae ee * > 2 - 7 + 
; AX: o- » the { » V4 
| z om ine az : igs ‘ a [8 “Mla ves j 
i is ae “ rs, ° a a 
} P eo he is * # 5 i. fees sind — % 
‘ F as : 4 4 - cert bias me ~~ 
Co ea ak 2 Te \ en lf 
ae : su al , oa , ra 
| THIS CARTOC W onal: OOD: 
i ; 4 oH ¢ AN she # : ie i - “ = . : a8 
n - ee : ‘ Ses Le ie . az + 
<<, Sa ic eee 4 SS ee, 
or) E .:. : hae ae a 
: a xi ‘ ? - 4 : qi % ey! be -~ 
:' a. | e AD 5 4 ae ‘ 
A i ety .. é 4 it r ee > = 
f od avd bat ; 4 a ; , 4 we 4 et Pi. 
a mo oo ot get ‘a9. Gin a a\ 
7 . phore who ok Ls U 1) ca ‘ a4 4 r % ‘ iM r; _ 25 — & 7 
sa el Vee Lee, Co)! Be | 
‘ % x 
| \ | Aigo \ i ie ly oer 
: \ » )\iae te ae ae 
3 Wk cm iis SE sae ' [_ rn © 
‘ ue i \ oe A DT YS RE Fiscal 
R 2 LH ) Ah 
a $5) / a 7 PANE 
» er eX / ae U.S Ae 
te \ m 7? _—a >A 
> 2) w/ ties 
, ” = Jel BRE RE ye ee Be pt 
- (. = eens iM} Day: 
: Cm Pe pgs nesul 
| ‘e ” meee OLY lr vic ae fall RET Si 
“\ EP ae ppt q, woe Be po a 
* Vee v= E 4 Anne ? wr” hig Be é é 
“ THE Be ek ae \ nN * GE MO 4B Pane 
vk Noe 7 coatie et, b- e ae _ ay | es ok ee | 3 Se a Bea RE oii 
See = _ Od ©, passa "ab his tah — ‘ 
5 +\ ave wee 4 — 2 a 
gees ache 
4 
ey: peek, ‘ ee, hk 
e 4 Ke ee 
aes id ee 
Le  eE et 
ee BO 
| 
Ps y z 
ee eeeeeeeerlrclclcltlUMm ee ” 
; a 
ee ee ssi‘ (est 


| 1945 


 F- iin 


Advertising Age, April 9, 1945 


Distributors Hear 
Marketing Plans 


for Bendix Radio 


Memphis, April 6.—National 
merchandising, advertising and 
dealer organization plans in the 
drive to market the new Bendix 
AM and FM radios and radio- 
phonographs will be outlined here 
next week at the first of a series 
of district distributor meetings. 

Leonard C. Truesdell, general 
sales manager for home radio, and 
other executives of the Bendix 
Radio division of Bendix Aviation 
Corporation, Detroit, are to dis- 
close the program to the company’s 
southern distrikeutors. The two- 
day meeting, opening Monday, also 
will hear from Earl L. Hadley, 
advertising and sales promotion 
manager, who is to describe the 
scope of Bendix Radio’s “million 
dollar merchandising campaign.” 

Adopting one of the industry’s 
most extensive national ad pro- 
grams, Bendix Radio is using both 
national magazines and trade pub- 
lications (AA, Jan. 29) and, Mr. 
Hadley will tell the distributors, 
cooperative advertising in newspa- 
pers also will play an important 
role in the company’s over-all sell- 
ing effort as soon as the new sets 
are available. 


Distributors Set Up 


The division, according to Mr. 
Truesdell, has completed appoint- 
ment of distributors in territories 
covering nearly 100% of the poten- 
tial national market. Distributors 
will be urged to launch immedi- 
ately their individual plans to 
build selling and dealer organiza- 
tions and get set for the “selling 
rush” that will start when con- 
sumer products first hit the mar- 
ket. 

Large-scale sales training pro- 
grams will be a “must” in most 
distributor and dealer organiza- 
tions, according to the Bendix sales 
chief, and the division has set up 
a four-phase dealer-building pro- 
gram for determining qualifica- 
tions of dealers. Distributors are 
to be given data to aid them in 
analyzing their respective terri- 
tories’ market potentials, to guide 
them in franchising dealers, and in 
stimulating dealer merchandising 
activities. 

Horace W. Royer, product man- 
ager, will give the distributors a 
general outline of chassis and cabi- 
net design features to be incor- 
porated in the line of radios and 
radio-phonographs. Bendix Radio 
engineers are being guided by 
eareful pre-checking of public 
eabinet design preferences and 
tone quality tests with all types of 
radio buyers and listeners, accord- 
ing to Mr. Royer. 

Plans to provide dealers with 
such sales aids as window and 
counter displays, sales bulletins 
and guidance in public relations 
are to be outlined by Paul J. Reed, 
assistant advertising manager. The 
southern distributors also will 
view a private showing of the film 
depicting the engineering and pro- 
duction achievements of the cor- 
poration. 


Somerville Moves 


Robert R. Somerville, formerly 
assistant sales manager of Mutual 
Broadcasting System, has _ been 
named president of Radio Adver- 
tising Company, New York station 
representative. Previously he was 
with the CBS network sales staff 
for more than five years. 


en BUILDERS . 
(10,000,000 POSTWAR 
HOMES COULD SPECIF 


20th-Fox Plans Video 


Station, Forms New Dep't 
Twentieth Century-Fox Film 
Corporation, New York, has leased 
a television broadcasting studio 
and equipment from General Tele- 
vision Corporation, Boston, and 
plans to apply for an experimental 
license to operate the station. 

A new department has been set 
up by the company to consolidate 
radio exploitation, publicity and 
advertising under the over-all di- 
rection of Hal Horne. Paid spots 
and programs for 20th Century 
will continue to be placed by Kay- 
ton-Spiero Advertising Agency, 
New York. 


Duff Names Dutton 
V.P. and Manager 


Lewis G. Dutton, former assist- 
ant to H. W. Roden, president of 
American Home Foods, Inc., New 
York, has been named vice-presi- 
dent and general manager of P. 
Duff & Sons, Inc., Pittsburgh di- 
vision of American Home. Mr. 
Dutton joined the Clapp baby food 
division of AHF in 1937 from 
Young & Rubicam, later becoming 
Clapp sales controller. 


WILLIAM P. LARKIN 


New York, April 3.—William P. 
Larkin, vice-president of the 
Crowell-Collier Publishing Com- 
pany, and president of P. F. Col- 
lier & Son Corporation, a subsid- 
iary which publishes ‘“‘The Harvard 
Classics” and “The National En- 
cyclopedia,” died March 31 at his 
home. Mr. Larkin was connected 
successively with D. Appleton & 
Co., the Century Company, and P. 
F. Collier, which, before its merger 
with the Crowell Publishing Com- 
pany, published Collier’s. 


HERBERT W. FORSTER 


New York, April 4.—Herbert W. 
Forster, advertising manager of 
Western Electric Company since 
1940, died suddenly at Roosevelt 
Hospital March 30 following a 
heart attack. Mr. Forster had been 
with Western Electric since 1924, 
serving first as editor of employe 
newspapers and later as press rep- 
resentative and information man- 
ager. 


WHITNEY PAYNE 

Scarsdale, N. Y., April 4.— 
Whitney Payne, 57, former ad- 
vertising manager of The Satur- 


day Evening Post and with Cur- 
tis Publishing Company from 
1910 to 1930, died today of a heart 
attack at his home here. Since 
1932, Mr. Payne had been an ad- 
vertising salesman for The Amer- 
tcan Weekly, and was recently on 
leave‘ of absence to serve on the 
War Advertising Council. 


JACK L. AYDELOTTE 


San Francisco, April 3.—Jack L. 
Aydelotte, 44, sales promotion 
manager of Hills Bros. Coffee, Inc., 
died March 22 in a Palo Alto hos- 
pital following an illness of three 
weeks. Mr. Aydelotte joined the 
company 24 years ago and had 
served as assistant division man- 
ager at Chicago, and sales man- 
ager of the Los Angeles division, 
before becoming sales promotion 
manager in 1939. 


SARAH A. BROWN 


New York, April 3.—Mrs. Sarah 
A. Brown, 71, wife of James 
Wright Brown, president and di- 
rector of Editor and Publisher 
Company, publisher of Editor & 
Publisher, died here March 28. 
Surviving, besides her husband, 
three daughters, and a sister, are 


59 
two sons, one of whom, Robert U. 


Brown, is editor of Editor & Pub- 
lisher. 


JEROME H. LOUCHHEIM 

Philadelphia, April 4.—Jerome 
H. Louchheim, 71, a director of 
CBS and former chairman of the 
board of that network, died of a 
heart attack today. Mr. Louch- 
heim was a partner in the con- 
tracting firm of Louchheim, 
Brown & MacDonough. 


Joins McCann 

Lucille G. Girona, head of the 
Spanish department of th- inter- 
national division of Young & Rubi- 
cam, New York, since July, 1943, 
has joined the copy staff of the 
foreign department of McCann- 
Erickson at New York. Miss Gi-§ 
rona was formerly with National 
Export Advertising Service and 
Foreign Advertising & Service Bus 
reau, both New York. 


Appoint Gordon Agency 
The Phil Gordon Agency of Chi- 
cago, has been appointed to handle} 
the advertising of The Dermal 
Company and Meltone Company, 


both Chicago. 
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Day in and day out Portland families rely on The Journal, Portland’s afternoon newspaper, 
for news the same day it happens. You see, when The Journal goes to press it’s only early 
afternoon in Portland, but the business day is done in Washington and New York; and it’s 
midnight or later in much of the rest of the world. This natural time advantage, enjoyed 
exclusively by afternoon newspapers on the Pacific Coast, enables Journal editors to bring 
their readers all the news, hours ahead! 


Ample time for the Oregon Journal to bring its Portland 


readers complete details of the tragic circus fire... 
the same afternoon it happened! 


When Dig peter struck Hartford at 3 p- m. 


.-» Lhe Journal clock 


struck Noon! 


9 Top 


Little wonder then, with everyone eager for last 
minute news, that The Journal today, as it has 
been for years, is the preferred newspaper in 
Portland* and its retail area. This fourth largest 
Pacific Coast market has a population 34% 
greater than all the rest of Oregon. Here The 
Journal delivers 13,361 more circulation than any 
other newspaper . . . concentrates 80% of its total 
circulation, now the largest in its history! 


* Thousands of exciting facts aboul the buying habits, preferences and postwar plans of 
Portland families are contained in the recent study of “‘The Portland Consumer 
Market.”’ It was made expressly for the Oregon Journal by the research department 
of R. L. Polk ¢ Co. and is available erclusively through The Journal or its national 


representalives. A request on your business letterhead will bring you details, 


JOURNAL 


PORTLAND, OREGON 
Afternoon and Sunday 


Member .... Metropolitan 
and Pacific Parade Groups 
National Representatives 


REYNOLDS-FITZGERALD, Inc. 
New York + Chicago + Detroit 
San Francisco + los Angeles 
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Packaged Medicine 
Head Urges Media 
Aid on Ad Copy 


New York, April 5.—A coopera- 
tive movement by newspapers, 
radio, magazines, and _ business 
papers with the packaged medicine 
industry, “to protect the public’s 
health and pocketbook,” was urged 
today by Dr. Frederick J. Cullen, 
executive vice-president and med- 
ical director of the Proprietary 
Association of America, before the 
Radio Executives Club of New 
York. 

A joint committee, composed of 
members of advertising acceptance 
departments of the various media, 
Dr. Cullen said, might meet quar- 
terly to discuss such problems. 
Although “it is impossible to set 
advertising copy standards that 
will apply to all pieces of copy 
for products of the same general 
type,” he explained, advertising 


agencies thus would be provided 
with “ideas concerning what type 
of copy may or may not be ac- 
cepted.” 

Under present federal laws and 
regulations, he added, “the food 
we eat and the medicine we use 
are the most thoroughly super- 
vised commodities we buy,” but 
he could not “leave the impression 
that the labeling and advertising 
of all drug products is above re- 
proach.” 

Dr. Cullen complained of some 
radio announcers who, in the way 
they “put over a commercial,” 
resemble the “barkers” of Coney 
Island. “I wonder if the announcer 
has been instructed by the adver- 
tising agency to read the commer- 
cial in that manner, or is it his 
own idea. .. When a manufacturer 
sets out to prepare medicine in- 
tended to relieve human suffering 
he is assuming a peculiarly dis- 
tinctive responsibility which car- 
ries with it great dignity and, I 
believe, a solemn obligation to 
prepare good products, properly 
labeled. . . His advertising should 
be truthful and dignified.” 

With that end in view, he said, 
the Proprietary Association in 1934 


adopted an advertising code of 
ethics. This code was revised in 
1944, “‘in the light of present day 
conditions.” 


Penicillin Makers 
Vie for Business 


as Prices Drop 


New York, April 5.—With the 
price of penicillin reaching a new 
low of $1.54 per 100,000 unit vial, 
manufacturers here are jockeying 
for position in a promotion war 
which makes the OPA price 
ceiling of $10 absurd. 

Since March 15, when penicillin 
was released to drug stores, there 
have been undeniable signs of a 
campaign for business. Hence, 
wholesalers and distributors con- 
cede that they regard penicillin 
prices on almost a day-to-day 
basis. Furthermore, they feel that 
the current price is merely tempo- 
rary, that it will continue to de- 
cline. 

Producers were quick to dis- 
count any references to the trend 
as a “price war’ but the facts 


are almost irrefutable. On March 
15, when the drug was released 
to commercial outlets for sale to 
the general public, the price was 
$2.40 a vial (AA, March 12). Al- 
most immediately, certain manu- 
facturers offered penicillin in bulk 
purchases of 500 vials at $2.05 per 
vial. Since then there has been a 
consistent downward trend and 
the price has gone from $1.92 to 
its present level of $1.54. 

These prices are to hospitals, not 
retail prices. One reason advanced 
for the present low price is the 
playing of one competitor against 
another by hospital purchasing 
agents. Another, possibly more 
valid, reason is the attempt of a 
certain segment of manufacturers 
to establish themselves in the 
market now. 


Demand Outruns Supply 


The price-slashing marks one of 
the exceptions to the rule of sup- 
ply and demand since, despite the 
recent order, demand for penicillin 
continues to outrun the supply. 
Last month, for example, 1,200,000 
vials were released by WPB and 
this month 1,500,000 vials are ex- 
pected to be released, but even this 


Above: Officers inspect the canteen as guests of 
& yille newspapers. Below: Another typical scene 
at the ever-busy Evansville Red Cross canteen. 
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were amazing. 


Scr cag te tr eee oe ee 


The Courier and the Press, through civic 
leadership like this, have earned first place in 
the hearts of the people of the Tri-State area 
surrounding Evansville. Constant striving to- 
ward greater community service has contrib- 
uted immensely to the active interest that 
88,000 families in the rich 16-county Tri-State 
area maintain in the Courier and the Press. 


THE EVANSVILLE COURIER 
The Evansville Press 
Che Sunday Courier and Press 


EVANSVILLE, INDIANA 


EVANSVILLE .. . just a spot on the map to the fellow from Los Angeles or 
Minneapolis. But it is the junction between north and south for millions of 


Ti, 


Americans who travel, and it is a great crossroad city for Uncle Sam's G.L.'s. 


When troops began pouring through Evansville, thousands of hungry. 
tired servicemen urgently needed a place to get a wholesome meal. So Ev- 
ansvilles newspapers built a canteen in the record-breaking time of 10 
days. then gave it to the local Red Cross. Spontaneously. folks in and 
around Evansville volunteered their time, their food, their money. Results 


By actual count, 1,784,870 men and women in uniform have been fed by 
this 24-hour, 7-day canteen, staffed by 582 local women who volunteered 
their time. In two and a half years, over $56,000 in cash and $153,000 in food 
have been donated. 
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is not enough to cover hospital 
needs. 

The initial rush of retailers to 
stock the drug, and the resultant 
immediate promotion of the fact 
that they had “penicillin in stock,” 
has now taken on a calmer, more 
realistic aspect with the realization 
that over-the-counter sales are 
practically non-existent. This re- 
sults from the fact that the drug 
must be administered every three 
hours under medical supervision, 
which almost precludes its being 
used anywhere but in hospitals. 

This situation has left some re- 
tailers in the peculiar position of 
having more of the drug on hand 
than they can possibly use, facing 
them with the dilemma of keeping 
it or turning it back. Too, those 
retailers who purchased penicillin 
early must necessarily charge 
higher prices than those who buy 
it now at the current low whole- 
sale price. When penicillin was 
first produced in this country, it 
cost $20 per 100,000 units. From 
May, 1943 to July of the same 
year, the priee had dropped to 
$17.20. By November, 1943, it was 
down to $7.80 and in January, 
1944, it sank to $6. 


CCA Adds 19 Members, 
Elects 2 Directors 


Sixteen advertisers, two pub- 
lications, and the James Thomas 
Chirurg Company, Boston agency, 
have joined Controlled Circulation 
Audit, Inc. At the same time, 
Winston R. Updegraff of Western 
City, Los Angeles, and John L, 
Hoppe of Meat Merchandising, St. 
Louis, have been named directors 
of CCA. 

New advertiser members include 
American Home Foods, Can Manu- 
facturers Institute, Pittsburgh 
Plate Glass Company, Borden 
Company, Crown Cork & Seal 
Company, Continental Can Com- 
pany, Canada Dry Ginger Ale, 
Inc., Fruit Dispatch Company, Gen- 
eral Foods Corporation, Thomas J. 
Lipton, Inc., Aluminum Company 
of America, America Fore Insur- 
ance & Indemnity Group, Best 
Foods, Cannon Mills, Corning 
Glass Works, and B. T. Babbitt, 
Inc. The publications are Ameri+ 
can Wine Merchant, San Francisco, 
and Aviation Maintenance, New 
York. 


No Paper Showers 
on V-E Day 


Edwin S. Friendly, chairman of 
the newspaper committee of the 
U. S. Victory Waste Paper Cam- 
paign, and general manager of the 
New York Sun, has cautioned the 
public against waste paper show- 
ers on V-E Day. 

“The collapse of German resist- 
ance certainly should be the oc- 
casion for celebration,” Mr. 
Friendly said, “but we can’t af- 
ford to celebrate at the cost of 
supplies to our boys in the Pacific. 
We are now shipping enormous 
quantities of material to the Pa- 
cific war front. Those — 
needs, with a consequent incre 
demand for waste paper products, 
will be still greater after Germany 
falls. On V-E Day all of us can 
celebrate and help by salvaging an 
extra bundle of waste paper in 
honor of the marines who fought 
so gallantly on Iwo Jima.” 


Joins Lees-Cochrane 


William C. Beddoe, advertising 
manager of Congoleum Canada 
Ltd., Montreal, has resigned 
join Lees-Cochrane Company, 
Bridgeport. Pa., to direct adver- 
tising and sales promotion of the 
company’s carpets and knitting 
yarns. 


—_ 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by fhe thousands daily — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 


daily! 
* *& THE x * 
NEW HAVEN, CONN. 


JOURNAL-COURIER 
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Mathes Scotches 
‘Folding’ Rumor; 
Gets Raytheon 


(Continued from Page 1) 


who became vice-presidents of 
Ivey & Ellington, Inc., New York 
and Philadelphia, was expected 
to be accompanied by a similar 
exodus of accounts, only two ac- 
counts are leaving the agency. 

These are Castle Films, Inc., 
which went to Ivey & Ellington, 
and the Magazine Repeating Razor 
Company, New York, manufac- 
turer of Schick Injector razors. 
This combination, however, is 
more than offset by the addition of 
the new account, which includes 
the current radio show, “Meet 
Your Navy.” The show will con- 
tinue to be sponsored by Raytheon 
at the present air-time, 7:30 p.m., 
EWT, Saturdays, over the entire 
Blue Network. 

Another departure from the 
agency occurred today when Wil- 
liam B. Okie, vice-president since 
the company’s inception, an- 


nounced that he was retiring. Mr. 
Okie left N. W. Ayer & Son with 
Mr. Mathes in the early ’30s, is 
retiring now at 65. 

Stockholders of both Raytheon 
and Belmont Radio Corporation, 
Chicago, today approved a merger, 
under which Raytheon will aquire 
the capital stock of Belmont in 
exchange for 270,000 shares of 
Raytheon stock. 


Joins Ruud Company 

G. M. Rohde Jr., recently with 
Westinghouse Electric & Mfg. Com- 
pany, as manager of rural elec- 
trification at Pittsburgh, has joined 
Ruud Mfg. Company, Pittsburgh, 
maker of automatic gas water 
— as assistant to the presi- 
ent. 


Eutectic Names Aprea 

John Paul Aprea, recently with 
the armed forces, and formerly 
advertising and sales promotion 
manager of National Manufactur- 
ing Corporation, Tonawanda, N. Y. 
has been named advertising and 
public relations director of Eutec- 
tic Welding Alloys, Inc., New 
York. 


Robinson Heads 
Group to Study 


Servicemen Plans 


New York, April 4.—D. E. Rob- 
inson, vice-president in charge of 
research, Sherman K. Ellis & Co., 
has been named chairman of a 
committee being formed under 
sponsorship of American Legion 
Magazine to prepare question- 
naires on the plans, preferences 
and dislikes of veterans. 

The committee will meet for 
continuing study, and will coop- 
erate in interpreting the findings 
of a number of surveys on food, 
insurance, aviation, drug, clothing, 
tobacco and liquor, among other 
industries. Results will be made 
available to manufacturers, adver- 
tisers, advertising agencies, and 
interested government bureaus. 

Three additional committee 
members already appointed are 
Robert King, director of research 
of Batten, Barton, Durstine & Os- 
born; Robert Brown, assistant 
vice-president in charge of adver- 
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If you want clearer, sharper stencil bulletins... 


stenographer to read it. 


Step by step it will guide her through the 
whole process from the right preparation of 
her typewriter to the filing of finished stencils. 
It is packed with tips, tricks and devices 
gleaned from the experience of scores of ex- 
perts. They are practical suggestions that she 
could learn for herself only after wasteful trial 


and error. 


Be sure, too, that you’re using the right 
paper for your bulletins — paper that even 
takes pen notes and signatures without “feath- 
ering,” lies flat and feeds quickly on the ma- 
chine. You can be sure that your messages |||& 
will look their best on Hammermill Mimeo- / 


Bond. 


Send for this free book 


If your stencil messages are not clean, clear 
and sharp, the kind that invite reading and 
get results, let us send you Hammermill’s new 
idea-book, “Better Stencil Copies.” Ask your 


MESSY TO READ. 


SORRY, MISS JOHNSON, 
WE CAN’T SEND OUT THESE 
COPIES. THEY’RE TOO 


y’ @ Use paper wisely these days. It’s war material. Choose 


‘>  Gependable Hammermill Mimeo-Bond. Its quality is still safe- 
guarded by the most exacting laboratory tests in papermaking. 


pAMMERMIL, 


LOOK FOR THE WATERMARK... !T 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Co. j 
MIMEO-BOND~ ! bP tgp hin 
‘ Arh Pacer Please send me—free—a copy of pe 
| - 


“Better Stencil Copies.” 


Companion papers for office use 
include Hammermili Duplicator 
and Hammermill Bond 


Position 


ee 


(Please attach to, or write on, your company 


cel iil i li 


ay & ie’ 
3 


letterhead) 


tising of Bristol-Myers Company; 
and Victor Pelz, director of sales 
research, General Foods Sales 
Company. 

At a recent luncheon sponsored 
by the veterans’ magazine, typical 
questionnaire suggestions were: 
“Will it be difficult to get return- 
ing servicemen into old behavior 
patterns, and will some products 
suffer more than others?”, “If 
Army life introduced new habits, 
products, or services, will the 
servicemen continue to want these 
things in civilian life?”, and “Will 
there be changes in food prefer- 
ences as a result of regional preju- 
dices having been broken down?” 


Dermetics Names Olin 


Dermetics, Inc., New York, 
maker of Dermetics hydronized 
oils, has appointed Oscar C. Olin 
sales manager. 
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Buys First Blue Video 


Waltham Watch Company, Wal- 
tham, Mass., has signed for the 
first commercial sponsorship of the § 
Blue Network’s television sched- 
ule and will use time signals be- 
tween the Blue’s V-E Day video § 
broadcasts. Waltham will pay for 
production costs only, covering 
talent and studio properties. There 
will be no time charge as the V-E 
Day programs will be telecast on 
WABD, Du Mont television sta- 
tion in New York. N. W. Ayer & 
Son is the agency. 


Drefs Is President 


Arthur G. Drefs, vice-president 
and treasurer of McQuay - Norris 
Mfg. Company, St. Louis, has been 
elected president, succeeding W. K. 
Norris, who becomes chairman of 
the board. 


AA4-9 


To get the latest news first— 
in New Orleans... 


Or in Jackson County, Florida 


Folks turn first to - 


NEW ORLEANS- — 


EPARTMENT OF LOYOLA UNIVERS! 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate 
Represented Nationally by The Katz Agency, Ine. 
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THE SUN SELLS FOOD 


NATIONAL REPRESENTATIVES: THE BRANHAM COMPANY, CHICAGO: 360 NORTH MICHIGAN AVENUE « NEW YORK: 230 PARK AVENUE 
LOS ANGELES *« MEMPHIS « ST. LOUIS * SAN FRANCISCO 
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-eevalued by retailers 


Indicative of the power of The Sun— and of 
the confidence retailers place in The Sun to sell 
— is The Sun's exclusive Friday Food Directory — 
where an ever-growing number of neighbor- 
‘1ood grocers, now over 160, feature their weekly 
“best buys.” 

With only their neighborhood market and 
a limited advertising budget, these community 
stores must get results —and they have tried, 
and proven, that The Sun Sells Food! 


-ee-productive to advertisers 


The Sun is demonstrating...continually... 
that The Sun Sells for national and retail food 
advertisers. More and more of them are turn- 
ing to The Sun...utilizing the powerful editorial 
influence of The Sun's pages upon thousands 
of receptive women readers. 


CHARLOTTE © DALLAS #* DETROIT © KANSAS CITY 


> 


because The Sun is 


eooimportant to housewives 


Mrs. Ethel Somers, The Sun's Food Editor,* 
is the “right hand" of thousands of housewives 
in the Chicago area... because she knows — and 
explains clearly —the practical solutions to the 
problems in cooking and meal-planning that 
every woman must meet today. Her articles 
are a compelling magnet to the daily Sun— 


and the outstanding Friday food pages...and 


an assurance of consistent, maximum reader- 
ship of your advertising. 


*As one of the best known, most practical and most 
respected home economists in the country, Mrs. Somers 
is now also writing the food page regularly for 
Parade, the national weekly picture magazine. 


More and more advertisers are proving that: 


I. You need the exclusive morning audience of 
responsive Sun readers in any newspaper com- 
bination to do a complete selling job in Chicago. 
2. With The Sun alone, you can make a tre- 
mendous impact against America’s No. 2 market 
— with a relatively small expenditure. 

THE SUN SELLS — PRODUCING RESULTS 


OUT OF ALL PROPORTION TO COST! 


400 West Madison Street, Chicago 6, Illinois 
250 Park Avenue, New York 17, N. Y. 
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Advertising Age, April 9, 1945 ’ 


PHOTOGRAPHIC REVIE 


ARTIST AND MODEL—James Montgomery Flagg shows his illustration for 
National Maritime Day to Merchant Seaman Joe Copps, the model. It will 
be distributed through National News-Features Syndicate, New York. (Story 
on Page 45.) 
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maker, cartoonist of the Chicago Daily 
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a oe aR rae meet ames © 


i, News, won acclaim for its message to ; 
; y oe the American Armies in Germany. The COMING ATTRACTIONS—First in a series of 24-sheets posted from coast 
agi ad was one of a series planned last to coast by Emerson Radio & Phonograph Corp., New York, interprets Emer- 
CHELSEA'S CHOICE—Larus & Bro. Co., Richmond, Va., adds glamor to summer for release on V-E Day, but son's postwar theme, "A theater in every home.” Agency is William H. 
dealers’ windows with this new display for Chelsea cigarets. The modern successes across the Rhine prompted Weintraub & Co., New York. 
subject is set off by an antique frame. use of the copy at once. 


‘LOOK' LUNCHERS—Interested participants in the WNAX-WHOM lunch- 

eon in New York recently are left to right, Harlan Logan, editor and general 

manager, and James S. Milloy, vice-president of Look, and John Cowles, 
chairman of the board of Look and of Cowles Broadcasting Co, 


Just alike?,..No! The difference} 

in Quality lies under the sparkle 4 

AT CLEVELAND CONFAB—Officers and directors of the National Newspaper Promotion Association, shown at their recent vs fs 

meeting in Cleveland, are, seated left to right: Ramon Cram, Columbus Dispatch; Lawrence W. Merahn, New York Sun; 

lyndon West, Detroit Free Press; Pierre Martineau, Memphis Publishing Co.; Frank Knight, Charleston Gazette, and Court 

Conlee, Milwaukee Journal. Standing, left to right: Harold Riesz, Cincinnati Post; president of NNPA Russell Simmons, 
Cleveland Press, and Kenneth A. McMillan, Toronto Star. 


oe % > 5 

are 8 Sor tires ~ | wy 

Generals difference in Quality S }: 
is proved by Longer Mileage 


Far from “all alike” tices today, more than ever, 
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are being judged in comparison, with the ie<era 
mileage Aclivered ty General Tites 

Te car Owners, Geoerals marked difference ia 
mileage means not only bow maa neces 
long, dependable service ~POR KEGPS 
and greater safecy but 
it is rangible evidence that 


they have bough the best 


Now, as for 30 yesrs, put 
5 r trost in General. . 
WELCOME TO VISITORS—National publicity committee members of St. Paul's Association of Commerce, who arranged Sc acatalin am ts 
t this 44-foot skyline photomural recently unveiled in the Union Depot, include, left to right: F. P. Fellows, general sec- *T pepreation for Tep-Quality, 
etary of the association; A. O. Lampland, Lampland Lumber Co.; J. F. Lewis, advertising director, St. Paul Dispatch and « 


loneer Press; G. S. Bond, advertising manager, Minnesota Mining & Mfg. Co.; Frank Madden, secretary to the mayor; 

L. Perrin, advertising manager, Northern Pacific Railroad; H. L. Dowd, Northwestern Bell Telephone Co.; W. J. Hickey, 

Ythe Printing Co.; W. L. Crawford, Brown & Bigelow; W. E. Boberg, advertising manager, The Farmer; C. W. Moore, 

tdvertising manager, Great Northern Railway; K. M. Hance, vice-president, KSTP; H. J. Cummings, Minnesota Mutual QUALITY THEME—General Tire uses this “Just Alike?” query in its new 

* Insurance Co.; Newell Nelson, Dunn & Stringer; and Arthur Devine, Prudential Life Insurance Co. The sponsoring national magazine campaign to promote its “difference in quality" motif. 
group includes several other advertising and industrial executives. (Story on Page 43.) D'Arcy Advertising Co., Cleveland, is the agency. (Story on Page 46.) 
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A “If we are captured, ’tis 
G) 
4 the hangman ’s noose.”’ 


That thought was in 
the mind of every one of 
_ the 83 hunters, trappers and farmers who, with muffled 
oars, rowed across Lake Champlain on the night of 
| May 7. 1775, to take Fort Ticonderoga. 


This first, successful attack upon the Crown in the 
War of Independence was led by Ethan Allen, a tough, 
37-year-old frontiersman from Vermont. 


The exploit fired the imagination of the Colonies, and at 
the psychological moment helped to fan into flame the still- 
smouldering ember of revolt. 


Ethan Allen loved liberty. He loved it not only with his 
heart, but with his mind. Born and brought up in little back- 
woods settlements, he nevertheless managed to get books to 
read—and from these books he drew that fierce love of freedom 
which was the vitalizing passion of his time. 


“Ever since I arrived at the state of manhood,” he later 
wrote, “and acquainted myself with the general history of 
mankind, I have felt a sincere passion for liberty. 


“The history of nations doomed to perpetual slavery, in 
consequence of yielding up to tyrants their natural born liber- 
ties, I read with a sort of philosophical horror, so that the 
first systematical and bloody attempt, at Lexington, to enslave 


} 
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Ethan Allen surprised the British commander and his wife asleep in bed. I order you instantly to surrender,” Colonel Allen said. "By what authori . 


do you demand it?” the officer replied. Allen thundered: "In the name of the great Jehovah and the Continental Congress!" ° 


READING fanned the flame 
_= of AMERICAN FREEDOM 


America, thoroughly electrified my mind, and fully deter- 
mined me to take part with my country.” 


Reading Opens New Worlds 


Reading fired the mind of Ethan Allen, and lifted him from 
the obscurity of a backwoods settlement to an honored place 
among the world’s leaders. 


The power and inspiration of good reading is one of the 
activating factors in successful living. History is rich in the 
names of men and women whose achievement has been in- 
fluenced by ideas and knowledge absorbed from reading. It 
is the impression value of what one sees that registers in- 
delibly and. is never forgotten. 


in the World 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 


BRANCH OFFICES: 5 Winthrop Sq., Boston 10 + Arcade Bldg., St. Lous 1 + Hearst Bldg., Chicago 6 + 101 Marietta St., Atlanta 3 
Hanna Bldg., Cleveland 15 + General Motors Bldg., Detroit 2 + 


This influence finds its most powerful expression today ia 
The American Weekly, the magazine which is distributed through 
a group of great Sunday newspapers and read by the people 
in more than 8,000,000 homes from coast to coast. 


In its pages is gathered the whole crowded panorama of 
life. . . true stories of love and conflict . .. tragedy and triumph 
... tears, laughter, heartbreak .. . the latest discoveries of 
science and medicine ... art... history... religion . . . all 
written so simply and clearly that anyone can understand. 

The American Weekly directly influences the world’s largest 
reading group. ...The manufacturer who associates his 
product or his company name with such an influence is ty- 
ing in with the most powerful known force in advertising: 


Edison Bidg., Los Angeles 13 + Hearst Bldg., San Francesco 3 
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